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Are I.A.M.A. 
Members So 
*Weak-Kneed’? 


Sir,—Because of my long and 
intimate association with the 
1.A.M.A. I trust that 1 may com- 
» ment, perhaps a little critically, 
on certain aspects of the report 
_ by the technical sub-committee of 
the 1LA.M.A 

In an otherwise admirable and 
informative report 1 deplore the 
patronising attitude adopted to- 
ward agencies in their handling 
_ of technical accounts. The com- 
. that many got accounts 
because the client feels he may 
as well receive some service for 
the commission he has to pay 
anyway,” is quite unworthy of 
advertising managers generally, 
and those in membership with the 
1.A.M.A. in particular; and in- 
deed of advertising agents as a 
whole. Surely 1L.A.M.A. members 
have not become so weak-kneed 
in their dealings with agents? 

If we accept, carte blanche, 
that agencies in the main are 
useful only for handling Press 
advertising and assisting in the 

preparation of literature, could ‘t 
not be that advertising managers 
prefer to handle most other forms 
of publicity within their own or- 
ganisations? For indeed if this 
is sO, there is no great distinction 
between advertising managers 
handling technical accounts and 
those handling non-technical ac- 
counts. A large number of the 
latter do precisely this very thing. 

Purely on the domestic side ! 
do sincerely hope the 1.A.M.A. 
do not become arbitrary in their 
discussions on the practicability 
of standardising agency service 
charges on technical accounts. 
Many older members of the 
Council will appreciate this com- 
ment when they reflect on a sim.- 
lar situation that arose with the 
Society of Industrial Artists some 
four years ago. 


Is there not danger lurking in 
the suggestion that an entirely 
separate section of technical ad- 
vertising Managers might be 
formed within the LA.M.A.? 
Surely advertising managers, 
whether they be technical or not, 
have fundamentally the same 
problem, i.e. the responsibility >f 
producing, in collaboration with 
the agency, advertising that will 
sell merchandise, etc. Why, then, 
should technical advertising man- 
agers require special representa- 
tion, any more than those respon- 
sible for selling patent medicines? 

The report would have borne 
far more weight if it had, first of 
all, been considered and ultim- 
ately approved by the National 
Council. , Had this happened the 
offending. clauses might well have 
been amended. 

DOUGLAS J. 
HIGGINBOTTOM. 
Hatch End. 


. . o 
Design For Giving 
Sir,—1 am glad to see that Mr. 

Daniel Barnett (January 25) has 
raised the question of “free 
exhibitiomstand design.” A num- 
ber of exhibitors, some well- 
known, have lately taken to 
sending circular letters to stand 
contractors and designers, inviting 
or begging for free stand designs 
to be tendered, hoping, I imagine, 
that artists and contractors will 
supply them with a series of 
designs, that can be used or 


adapted over a period. 

This practice should be 
discouraged. Keep down prices 
to a reasonable figure, but don’t 
let us go out to cheapen and stifle 
good design. 

ROBERT A. WILLIS, 
56 Pepys Road, S.W.20. 


Overtime Causes 
Surcharge 


Sir,—Your correspondent, Mr. 
F. Danton Adams (January 18), 
is “infuriated” when electrical 
contractors increase their net 
schedule prices for exhibition 
work when instructions afe not 
given until some time after a 
given date. 

In view of the fact that exhibi- 
tion sites are available for only 
a very short period prior to the 
opening day, does Mr. Adams ap- 
preciate that even if the electrical 
contractor receives his instruc- 
tions only two days late, it prob- 
ably means that men have to 
work 24 hours a day to have the 
electrical installation ready cn 
time? The overtime rates—which 
may be one-and-a-half or double- 
time—account for the surcharges 
requested by contractors to which 
Mr. Adams so strongly objects. 

L. G. PENWILL, 

Director and Secretary, 

Electrical Contractors Association 
Africa House, W.C.2. 


POINTS FROM OTHER LETTERS 


BLATANT, HE SAYS 

The advertisement manager of 
the Birmingham Mail is com- 
mended for rejecting the 20th 
Century Fox ad. A more blatant 
piece of knocking copy is hard 
to conceive. If the agent views 
this advertisement as “a gentle 
leg pull” let us hope that he never 
indulges in his conception of real 
“knocking” copy. —R. M. 
Davies, Birmingham. 


TIE-UP TANGLE 

A young man wishing to enter 
Levers Easy Shaving Stick com- 
petition tried four chemists shops, 
buying sticks of soap, but was 
unable to obtain the necessary 
entry form. The “or plain paper” 
entry would have saved a lot of 


annoyance.—Gerald Findler, Ad- 
vertising Manager, S. Redmayne 
& Sons Ltd, 


FILM FACTS 
The auditor-general’s report 
shows that out of 17 films pro- 
duced by the C.o.1., at a cost of 
£210,000, eight earned £4,000, 
and nine earned nothing. Cut 
please.—R. J, B., Grimsby. 


ACID TEST 

Much ink is being spilt over 
the alleged shortcomings of tech- 
nical agerts. Business men are 
not easily gulled. Sales response 
will still be the acid test by which 
they judge their agents—P. 
France, Redditch. 


The New Rival 


Sin—At a time when the 
national Press is rationing space 
to regular advertisers how is it 
possible for a new advertiser, the 
Festival of Britain, to obtain large 
spaces? 

In view of problems already 
hitting resorts, ranging from the 
Catering Wages Act to the 
dwindling purchasing power of 
Visitors, it is Not encouraging io 
find a new rival advertiser spend- 
ing the taxpayers’ money to 
boost a Festival, especially when 
the Board of Trade gives paper 
priority to the Festival and de- 
prives regular users—including 
resorts—from being able to issue 
publicity vital to the maintenance, 
at least, of their normal trade. 

Regarding the Festival itself, it 
is against the interests of the 
British holiday industry, except in 
the cases of a few South Coast 
resorts who may benefit if they 
spend large sums on pageants. 

The Festival of Britain could 
have been a campaign to bring 
overseas tourists to visit existing 
attractions, and extra overseas 
publicity would have been justi- 
fied. This would have increased 
our overseas tourist trade without 
jeopardising our home holiday 


industry. 
F. W. JEFKINS, 
Publicity Manager, Llandudno. 


Clocks And Power 
Cuts 


Sir,—In your January 11 issue 
(page 50) you refer to “special 
equipment costing £400” which 
has been fitted to the Guinness 
Clock in Piccadilly Circus to 
enable it “to record the right time 
despite power cuts.” 

The equipment referred to is 
in no way “special.” It is an 
entirely standard product which 
has been mace by this company 
for many years and which can be 
applied to other clocks of a 
similar type. 

E. DOWNES, M.1.A.M.A.., 
Gent & Co., Ltd., Leicester. 
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 lliffe Chairman Warns of 
® Publishers’ Serious Plight 


Trade, Periodical Rates 
Not Yet At Peak 


—C. E. Wallis 


Warning that the peak of advertisement rates has not yet 
been reached in periodicals and trade journals was given by 
Mr. C. E. Wallis, chairman and managing director of Associated 
lliffe Press, addressing the Lancashire section of the Incorporated 
Society of British Advertisers in Manchester last Thursday. 

Mr. Wallis said there would be a continuing shortage of pape, 


for many years. If publishers 
were forced to reduce paging 
some form of space rationing 
for advertisers would be neces- 

Discussing the reason for in- 
creased advertisement rates, Mr. 
Wallis said he did not propose 
dealing w.th the case where cir- 
culation had increased or page 
size enlarged, but would confine 
his remarks to periodicals, especi- 
ally technical and trade, which 
have to put their rates up with- 
out these changes. 

Comment- 
ing on short- 
age and 
price in- 
creases in 


“the United 
States’ con- 
sumption of 
paper is 
going up all 
the time. 
They bought 
up all the 
pulp, —sul- 
phite and 
raw materials 
at a time when we were not 
allowed foreign currency to buy 
imported esparto pulp. To-day, 
even if we were allowed the 
currency, we, could not get the 
materials because the rest of the 
world has bought all available 
supplies. 

“There has been an enormous 
increase in the price of mechani- 
cal paper; before October 1950 it 
was £39 a ton; now it is £50 a 
ton. Before October the price 


C. E. Wallis 


’ 
' 


of art papers was £121 a ton, 
now two increases have brought 
it to £163—a 344 per cent rise. 
In the case of Cotinex, which is 
used a great deal in my own 
monthly magazines, this has in- 
creased from £82 to £117—a 
difference of 424 per cent.” 

Negotiations now going on 
between the various trade unions 
in the printing industry and the 
masters were sure to result in in- 
creased wages in the printing 
trade, and the printer would soon 
be asking for another ten per 
cent for printing costs. 

The periodical publisher was 
unlike the manufacturer in that 
the more units he (the publisher) 
made the more money he lost. 
For example, he cited the 
Autocar which sold at 9d. 

Mr. Wallis explained: “We 
get only 44d. of this, since the 


(TURN TO NEXT PAGE) 
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Suspended 


As a result of the continued 
deterioration in the paper supply 
position, publication of Woman's 
Magazine will be suspended after 
the April issue, the publishers 
Lutterworth Period.cals Ltd. an- 
nounce. 

Woman's Magazine was first 
published more than 40 years 
ago. 

Other magazines bearing the 
Lutterworth imprint—Boy's Own 
Paper, Heiress and Playways— 
are making good progress. It is 
intended that all available 
supplies of paper shall be con- 
centrated on their development. 


Banner Line In 
The Sky 


Product names on parachutes 
are among the publicity schemes 
planned by Denham Air Adver- 
tising. 

Controlled by Denham Flying 
Club Ltd., Denham Air Advertis- 
ing intends to engage in every 
variety of aerial publicity. It 
recently staged an experimental 
flight over Slough in a plane tow- 
ing a banner with the slogan 
“Wisk washes cleaner faster.” 

One of its parachutists, who 
will perform at aerial displays, is 
a girl. 

In charge of the advertising 
activities is Major T. W. Willans. 


Woman's Magazine’ 


New Equalised 
Newsprint 


Prices 


Increases in the equalised price 
of newsprint are announced by 
the Newspr.nt Supply Co., follow. 
ing last wee.’s statement by the 
Board of Irade of an authorised 
increase of £6 8s. 9d. per ton. 

The new equalised prices will 


(Lightweight) 14 Ib. demiy 
500's, £47 per ton; 144 lb. demy 
500’s, £46 15s. per ton; 15 Ib. 
demy 5090's, £46 8s. 9d. per ton. 
These prices will be operative 

after delivery has been made of 
two-thirds of the tonnage allotted 
as applicable to the 35th licensing 
period which runs from Novem- 
ber 5, 1950, to March 3, 1951. 
The price for 144 lb. demy 
500's will be the ruling price for 
all overseas newsprint of the 
substance now being imported. 


Homer Nods 


In the personal column of 
“The Times” last Thursday 
appeared an advertisement for 
a job from an ex-officer (pub- 
lic school) shortly to resign 
a high position. 

Applicant was named as Mr. 
Cc. yt ries 10 Upping . 


Discerning readers spotted a 
political leg- -pulll, with a play 
on the Premier jier’s name. 
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Ad. Rates Increase For 


And ‘Evening News’ 


REVIEW PROMISED WHEN 8-PAGE PAPERS 
ARE RESUMED 


Increases in Daily Mail and Evening News advertisement 
rates, to come into effect on April 2, are announced in a letter 
which Mr. William Faux. director of advertising, Associated 


Newspapers, has sent to adver- 
lising agents. 

The following new rates show 
some of the increases: ; 

Daily Mail: Unspecified posi- 
tion, single column inch, £18 10s. 
(present rate £16); 8 in. x 2 col., 
solus, front page, £650 (£580); 
8 in. x 2 col. island positions £400 
(£360); classified, trade or pri- 
vate, per line 25s. (21s.), financial, 
30s. (25s.). 

Evening News: Run of paper, 
per s.c.i., £16 (£14); 8 in. double 
column solus front page, £450 
(£400), Some small adjustments 
in classified rates are contem- 
plated. 

In his letter, Mr. Faux stresses 
the enormous rise in production 
costs owing to the increase in the 
price of newsprint recently an- 
nounced by the Board of Trade, 
and says costs cannot be reduced 
in any way on the present maxi- 
mum size 6 page papers. 

“It may not be generally 
known,” he writes, “that taking 
the basic advertisement rates of 
December 1938 and those of the 
present day, and comparing the 
latest circulation figures with 
those of December 1938, the per- 
centage increase over a pro rata 
rate is as low as 108 per cent. 

“This figure will be found to 
be by comparison extremely 
moderate, and proves the rec- 
titude of the “Daily Mail” rate 
policy. 

“Also, you will notice that our 
new special position rates are 
generally the same as they were 
in 1947.” 

Mr. Faux also recalls that twice 
since the war the Daily Mail has 
been able to reduce its rates and 
states that the new rates will be 
reviewed as soon as 8-page 
papers are re-introduced. 

Mr. W. B. Harbud, advertise- 
mtnt manager, Evening News, 
announcing the new rates, points 
out that the average daily net 
sales of the Evening News for 
1950 were the highest in its his- 
tory—1,742.592, and that the 
daily average sale for July- 
December showed an increase of 
40,397 conies over the same 
period in 1949. 


1.1.P.A. May Show 
Direct Mail 

It is hoped that the portfolio 
of direct mail campaigns which 
M'ss Kay Murphy. past chairman, 
British Direct Mail Advertising 
Association. brought back from 
America, will be exhibited by 
the Institute of Incorporated 
Practitioners —_in Advertising, 
stated Mr. . L. Clarkson, 
B.D.M.A.A. chairman, last week. 


Paper Chase—4 


Printers’ 


Progress 


Rag waste is in extremely 
short supply; cotton linter; 
are stockpiled in the U.S.A. 
and the price has leaped from 
£13 a ton pre-war, to £400. 

These points were made by 


London Master Printers Asso- 
ciation. 

The use of the paper mill’s 
own waste—trimmings and 
spoils—for lower grades of 
paper, underlined the need of 
good housekeeping on the 


part of every printer, he said. 


G. Street & Co., Ltd., are 
handling the combined exhibit of 
the British Industrial Truck 
Equipment Group at the Cana- 
dian Intetnafiofal Trade Fair. 


Switched In 
U.S., Canada 


Because of the worsening 
international situation “a wide- 
spread and aggressive publicity 
campaign” by Britain in Canada 
and the United States has been 
adapted “to meet the times.” 

This was stated by Sir 
Alexander Maxwell, chairman, 
addressing the council of the 
British Travel and Holidays 
Association in London last week. 

“We have reduced certain of 
our commitments and switched 
the theme of our publicity from 
the angle of ‘pleasure travel’ to 
that of ‘purposeful travel,’” he 
said. 


Film Ad. Again 
Refused 


The Coventry Telegraph, in ad- 
dition to the Birmingham Mail, 
has now refused the 20th Century- 
Fox advertisement for the film 
“For Heaven’s Sake.” 

They give no reason for reject- 
ing the advertisement. The Birm- 
ingham Mail turned it down say- 
ing it was a “blatant knock at 
television.” 

The agents, Allardyce, Palmer 
Ltd., say that the advertisement 
was scheduled to appear in eight 
papers in the Midlands. 


<, For Sprog 1 om the sore 
And 0, sy dear, let's maha thes year 


Like love, both gay and free 

So all the bomb and fill the sank 
| And rong the marriage bell 
Sb Cope’ car we'll travel far 


Shell are again this year using 


spaces in a large number of 
papers for a Valentine. This ad. 
was designed by Margaret Sweeny 
and the rhyme written by Geoffry 
Robb, both of Colman, Prentis & 
Varley, agents for Shell petrol. 


Wage Increase For 
Display Workers 


Majority of the three thousand 
members of the Sign and Display 
Trades Union will receive a half- 
penny an hour wage increase as 
from February 5. 

Those affected include sign 
writers, silk screen printers, dis- 
play writers, exhibition writers 
and production artists. 

The increase takes place under 
the cost of living sliding scale of 
the National Joint Council of the 
building industry. 


‘The More We Sell The More We Lose’ 


publisher gets only half the sell- 
ing price from the newsagent— 
the wholesale newsagent and re- 
tailer splitting the other 50 per 
cent An average issue of the 
Autocar has 100 pages and a 
coloured cover. Disregarding 
overheads, editorials, salaries, 
etc., and looking at it in terms of 
run-on costs, that is after you 
have paid the first cost of setting 
the type on the machine, the cost 
of paver and printing alone does 
not allow you to produce one or 
100,000 copies at 44d.” 


Going up the scale he men- 
tioned the more expensive 
journals like Mechanical Hand- 
ling, Automobile Eneineer and 
British Plastics which sold a 
2s. 6d. 

“There are, it is true, a certain 
percentage of direct subscriptions 
on which we get the whole 
2s. 6d..” he said, “and some 
through subscription agents on 
which we get perhaps Is. 10d.. 
but we are lucky if, overall. we 
average Is. 8d. per copy for a 
2s. 6d. journal. In paper and 
Printing alone the Automobile 
Engineer costs us over 5s. a copy. 
Thus. the more copies we sell at 
Is. 8d. or even 2s. 6d., the more 
money we lose.” 


“With very few exceptions,” said 


(continued from page 171) 


Mr. Wallis, “the publishers of a 
good trade and technical journal, 
together with most publishers of 
general periodicals do not make, 
and cannot make, any profit on 
the sale of their journal.” 


Examining the case for an in- 
crease in the selling price of a 
paper, Mr. Wallis said: “If your 
paper has a biggish circulation 
and sells for 6d. (and when I say 
‘big, since I am talking of trade, 
technical and specialised journals, 
I mean a 100,000 or so circula- 
tion), what is the price increase 
going to be? Sevenpence is an 
awkward figure at which to sell; 
9d. is not so bad, but frankly we 
don’t want 9d. We think that a 
50 per cent increase in selling 
cost is dangerous. You might 
affect the circulation and if you 
do you affect the advertiser. 


“When it comes to the smaller 
circulations and the number of 
very highly specialked circula- 
tions amounting to 5,000, 6,000 
or 7,000 copies where does it get 
you to put 6d. on the selling price 
when that nrice is already 2s. 6d.? 
In a small c'rculation journal 
you cannot make ends meet by 
putting up the price to the reader, 
because it does not bring in 
enough. 


“Passing the buck to the reader 


is not always possible and often 
inadvisable,” said Mr. Wallis. “I 
would be the last to try to cut 
down the number of pages. If 
you cut the editorial you must 
cut the ads., and if you cut the 
ads., you are worse off than you 
were before. It certainly will not 
do to lower the tone and quality 
of the editorial. 

“So 1 am afraid that advertise- 
ment rates must go up, although 
I assure you that we are just as 
worried as you are. We know 
there is a danger point; we know 
that the advertiser has to feel 
that a given space in a given 
journal is worth a certain price, 
and we are worried that we may 
be forced to put rates up to the 
extent that a number of adver- 
tisers will begin to ask ‘Is it worth 
it?’ The publisher is between the 
devil and the deep sea. 

“I prophesy that there will be 
a continuing shortage of paper 
for many years to come. If pub- 
lishers are forced to reduce the 
number of pages in their journals, 
as far as my house is concerned, 
we shall cut more advertising than 
editorial pages which would, of 
course, mean the re-imposition of 
some form of rat‘oning to the 
advertiser at any rate for publica- 
tions where the demand for ad- 
vertising space is very high.” 
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‘Combine Machine Wanted 
For Direct Mail’ 


Ad, Job Sought 
By Direct Mail 


Direct mail has been 
brought to bear on a number 
of London advertising agents. 

J. Gordon Smith, of Cam- 
bridge, aged 23, has circular- 
ised them with a cyclostyled 
letter of application for a 
copy or ideas job. 

He writes: “Advertising 
thrives on new ideas, and new 
ideas often carry the risk of 
tremendous success or tremen- 
dous failure. For example, 
a circular letter asking for a 
job may seem to you the 
height of impertinence or, on 
the other hand, it may strike 
you as a most sensible means 
of approach. That is the risk 
which I am taking.” , 


Dollar Men Will 
Talk Advertising 


Advertising, publicity and mar- 
ket research are among the sub- 
jects to be discussed at a Dollar 
Convention to be held under the 
auspices of the Dollar Exports 
Board at Eastbourne, March 1-3. 

It will be supported by the 
Government, the Federation of 
British Industries, the National 
Union of Manufacturers, the 
Association of British Chambers 
of Commerce, and the Trade 
Union Congress. Speakers will 
include the Chancellor of the 
Exchequer, the President of the 
Board of Trade, the Canadian 
High Commissioner, and the 
head of the Economic Co-opera- 
tion Administrative Mission in 
the U.K 


Progress Report On 
Code Scheme 


Mr. Alan Whitworth, director, 
Incorporated Society of British 
Advertisers, will attend, as a dele- 
gate of the British National Com- 
mittee of the International 
Chamber of Commerce, a meet- 
ing of the L.C.C. Commission on 
Advertising at the Paris head- 
quarters of the _ International 
Chamber on February 23. The 
Commission will consider the 
progress report by International 
headquarters on the adoption of 
the LC.C. Code of Standards of 
Advertising Practice and the 
activities of national committees 
on advertising. 


Pamphlet With Punch 

Second of a series of contro- 
versial pamphlets published by 
the News Chronicle in association 
with the Council for Education 
in World Citizenship, “What 
Price Welfare?” was issued on 
January 29. 


Need for a direct mail “com 
bine” machine was urged by 
Mr. J. W. W. Cassels in a lively 
talk entitled “Direct mail 
machinery is out of date” at 
a luncheon meeting of the 
British Direct Mail Advertising 
Association last Thursday. 

A number of makers heard 
Mr. Cassels allege that if the 
direct mail machinery in the 
Business Efficiency Exhibition of 
1925 were compared with exhibits 
this year one would not find 
much difference. Some models 
would be more handsome, or 
faster, less messy, or less noisy; 
but fundamentally they would 
be the same old machines doing 
the same old things in the same 
old way. 

After describing the amount of 
personal labour involved in the 
production of a direct mail shot 
— a duplicated mechanically 
matched-in letter with a facsimile 
signature—Mr. Cassels said: 
“We want a machine into which 
we can feed our ingredients at 
one end and take out our cir- 
culars ready to post at the other.’ 

Perhaps the first step should be 
the formation of a joint com- 
mittee of manufacturers and users 
to determine requirements much 
more thoroughly than had been 
possible to-day. 

Among points and queries 
raised by members of the 
audience were: 

It would be very difficult to 
get manufacturers who were 
constantly bringing out new 
“secrets” in competition with 
each other to get together to 
produce a combined machine. 

Operators of direct mail 
machines often sent in sugges- 
tions for improvements, and 
these were always examined care- 
fully and often incorporated. 

How many people could make 
use of such a gigantic machine? 

Direct mail users thought of 
the machine in terms of only 
one application: namely direct 
mail. But the manufacturer 
had to try to make his machine 
versatile so that it could cope 
with a number of applications. 


IT TYPES LIKE 
LETTERPRESS 


Clear and justified copy, simi- 
lar to letterpress printing, is said 
to be produced by a keyboard- 
operated machine with different 
width types, described in Printing 
Abstracts (Vol. 5, No. 10) pub- 
lished by the Printing, Packaging 
and Allied Trades Research As- 
sociation. A 

Individual type is impressed on 
a work-sheet, the sheet advances, 
and when a pre-determined line 
length has been printed, or when 
power is cut off, the keys will not 
move, 
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BRitisH Macua 
CITIZENS Bil eae 
eS 


Over one million copies of a free enterprise folder issued by the Blue 

Circle group of companies have been requested by shareholders. Four 

cartoons, the first of which is here reproduced, hit at nationalisation. 

Slogan on a lorry in the final drawing, reads: “Under Free Enterprise 
British cement is cheapest in the world.” 


KENT PLANS 
HOARDINGS 
‘PURGE’ 


Advertisers along the trunk 
roads in Kent whose hoardings 
are considered to be “objec- 
tionable” are to be asked to 
remove them voluntarily before 
May 1 in preparation for 
Festival of Britain visitors. 

This decision has been made by 
Kent County Council who have 
atked district councils to ap- 
proach persons responsible for 
advertisements “that are objec- 
tionable either through appear- 
ance or safety.” 

A County Council official told 
ADVERTISER'S WEEKLY that many 
of the present advertisements 
along the main roads had been 
there for a long time and had 
been allowed a period of grace 
until August under the Town and 
Country Planning Outdoor Ad- 
vertising regulations. 

“In view of the many visitors 
who will be travelling on the 
Kent roads this summer it was 
thought to be a good idea if the 
offending advertisements could be 
removed voluntarily by May 1,” 
he added. 


Island Ad. Areas 


Certain additional areas are to 
be excluded from an _ order 
designating the major portion of 
the Isle of Wight as an area of 
special control. This was agreed 
after the Island's Planning Com- 
mittee had conferred with the 
Outdoor Adverticing Industry 
Advisory Committee and local 
authorities. 

A public inquiry opened on 
Tuesday. 


Why Exams Are 
Worth While 


The greatest advantage of 
examinations, said Mr. P. L. 
Stobo, a director of S. H. Benson, 
addressing the Society of Dip- 
loma Members of the Advertising 
Association, is that they give 
those who take them an overall 
picture of the business, 

But, said Mr. Stobo, who is 
himself a member of the Society, 
the Diploma must not be re- 


Average net sales of “Adver- 
tiser’s Weekly” for the six 
months ended December 31, 1950 
(A.B.C.) was 


8,185 
copies per week 
This net sales figure of 8,185 
compares with an average net 


sale of 8,075 per week for the 
six months ended June 30, 1950. 


ean in itself, as the key to a 
job. 

People sometimes tended to 
forget the necessity for specialisa- 
tion. The big London agency 
could afford to buy specialists. 
Many of th smaller agencies 
both in London and the pro- 
vinces, were more interested in a 
man’s all round qualifications. 
Even in a big agency, if two copy 
writers, for example, applied for 
a job and their specialist qualifi- 
cations were about equal, but one 
of them had the Advertising 
Association Diploma, the Diplo- 
ma holder would have the better 
chance. 


The Electrical Sign Manufac- 
turers’ Association will defer 
further consideration of plans :o 
form a regular night inspection 
service of signs maintained by 
members, until the ban on adver- 
tisement lighting is lifted, 
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ADVERLISER'’S WEEKLY 


Export Spurt Hits 


CLOUD OVER 
EXHIBITION 


“We should be unrealistic 
if we did not admit that a 
cloud hangs over this exhibi- 
tion,” said Mr. Harold Wilson, 
President of the Board of 
Trade, when he opened the 
second National Packaging 
Exhibition, at Olympia on 
Tuesday. That cloud was the 
growing shortage of many 
important packaging materials 
—softwood, tinplate and, per- 
haps most of all, paper and 
paper board. 

Supplies of paper packaging 
materials had improved consider- 
ably during the past year or 
more, Mr. Wilson went on, but 
demand had increased at an even 
faster rate. 

The tremendous rate of 
exports combined with the grow- 
ing demand by consumers at 
home for a higher standard of 
packaging had caused this run 
on supplies. The Board of Trade 
had asked the supplying indus- 
tries to draw up a system of 
priorities to ensure as far as 
possible supplies to the most 
essential uses. 


Timber Supplies 

May Improve 

It might temporarily be neces- 
sary to restrict softwood for 
packaging still further, but he 
hoped timber supplies would 
improve as extra shipping, now 
chartered, brought in the large 
quantities we had bought in 
North America. 

We were going through a 
difficult time in tinplate supplies. 
This was not likely to be eased 
until the new capacity became 
available late this year in South 
Wales. Commonwealth and other 
overseas countries required our 
tinplate in order to ship us essen- 
tial food and adjustments had 
had to be made in some of the 
export programmes. 

Mr. J. E. Evan Cook, the 
chairman of the Institute of 
Packaging, said it was with great 
regret that he had heard Mr. 
Wilson's “frank, but cautious, 
words.” Packaging had been 
given its number in the priority 
scale, “and we shall have to put 
up with it.” 

“But because we are still a 
democratic country,” said Mr. 
Cook, “I cannot let the occasion 
pass without applying for leave 
to anpeal.” Packaging was the 
maidservant of every form of 
production and distribution. 

High spot of the exhibition is 
the mob‘le drum factory shown 
by the Metal Containers Ltd.— 
Van Leer group. This group, 
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Packaging Supplies 


Anglo-American Council on Productivity—Dollar Exports Board stand at the National Packaging 


Exhibition, 


Much interest centres on examples of American packs chosen to illustrate various precepts 


like helping the retailer and customer, stamping the product as a gift, or protecting goods against 


the climate. 


which operates metal drum fac- 
tories all over the world, has 
taken the whole of Olympia’s 
Empire Hall to show how it can 
undertake the supply, installa- 
tion and starting up of mobile 
factories for the production of 
drums for any commercial (or 
military) undertaking. The fac- 
tory is self-contained, down to 
sleeping berth caravans for the 
workers and its own electrical 
generators. 

The factory on view at 
Olympia will, if unsold at the end 
of the exhibit‘on, be shown at 
The Hague and then shipped tuo 
North Africa to start work there 
on behalf of the Van Leer group. 

There is much American in- 
terest in this exhibition, and at 
3 p.m. on Tuesday, Dr. L. 
Burton, executive director of the 
Packaging Institute Inc., New 
York, and Mr. Robert S. Couch, 
of the General Foods Corpora- 
tion packaging development 
laboratory, will speak at Olympia 
on “Packaging—the American 
Approach.” 


GLASGOW AGENCIES 
MERGE 


Two well-known Scottish ad- 
vertising agencies, C. P. Watson 
Publicity Service and R. G. Brown 
Advertising Service, have joined 
forces in a new private limited 
company, Watson-Brown Adver- 
tising Ltd. There has been a 
working arrangement between the 
two agencies since 1942, and al- 
though this has operated smoothly 
internally, it has created difficul- 
ties in dealing with the Press. 

C. P. Watson Publicity, one of 
the oldest agencies in Scotland, 
was formed in 1856 by the late 
Charles Watson, who handled 
publicity for the International 
Exhibitions of 1888 and 1901. 
Thomas Lipton was another of 
h's early clients. Mr. D. Lindsay 
Young. who has controlled the 
agency for some years, becomes 
a director of the new agency with 
Mr. J. T. Jack who controls the 
Brown Agency. 

The agency will operate from 
62 Buchanan Street, Glasgow. 


New Savings Ad. Campaign To 
Aid Defence Drive 


A large-scale advertising cam- 
Paign will be launched shortly by 
the National Savings Committee 
to aid the defence effort. 

Featuring the new 15s.-unit 
certificate as well as a new issue 
of defence bonds, the campaign 
will consist of a half-page in the 
Daily Express, a full page in 
Radio Times, and other large 
spaces, including 11 in. triples and 
doubles in national dailies and 
Sundays and a large number of 
county weeklies. 

Posters. designed in the studio 
of the Committee, are to be 
standardised: 8,000 16-sheets will 
appear on hoardings and selected 
sites On railway and tube stations 
are also to be used. Day-glo 
Streamers will be used on bus 
Sides. A special escalator card 


for London Transport, designed 
by David Langdon. will tie-up 
with the “Educating Archie” 
radio show. A new film has been 
produced for National Savings 
vans. 

The campaign is expected to be 
continued during the Festival of 
Britain. Half-a-million maps of 
London are being printed for 
distribution to visitors with a 
message of achievement from the 
National Savings movement. The 
Committee has been allotted a 
75 ft. x 10 ft. advertising space 
facing the escalator in the new 
tube station exit at South Bank. 

Agents for National Savings 
Press advertising are Rumble, 
Crowther & Nicholas Ltd.. A. 
Pemberton Ltd.. W. S. Crawford 
Ltd. and T. B. Browne Ltd 


OBITUARY 
Arthur Richardson 


Mr. Arthur Richardson, for- 
merly advertisement director of 
Provincial Newspapers Ltd., died 
at his home at Winchmore Hill 
on Wednesday of last week, 
aged 81. 

A native of Boston, Lincs, he 
took up teaching but afterwards 
became private secretary to a 
Wimpole Street doctor who 
edited a medical paper. This was 
Mr. Richardson’s first introduc- 
tion to newspaper work. In 1898 
he met (afterwards Sir) Robert 
Donald, who offered him the post 
of advertisement manager of a 
local government paper called 
London, which afterwards became 
The Municipal Journal. This was 
owned by Edward Lloyd Ltd., 
which led to him accepting the 
position of advertisement mana- 
ger of Lloyd's Weekly News in 
1906. In January 1913 he was ap- 
pointed advertisement manager, 
Daily Chronicle. He was made 
director of United Newspapers 
Ltd. in June 1925, resigning in 
September 1929 on being ap- 
pointed advertisement d rector of 
Provincial Newspapers Ltd. 

He was on the council of 
N.A.B.S. from 1917, and as chair- 
man of No. 1 Committee from 
1927, rendered valuable help and 
service. 

An enthusiastic Mason, he was 
a Past Master of several Lodges, 
and held office in the Grand 
Lodge of England. He was a 
Freeman of the City of London 
and a Fellow of the Royal Geo- 
graphical Society. 


Miss Comyns-Lever 


Advertisement manager of 
Modern Poultry Keeping since 
1943, Miss O. Comyns-Lever died 
last week, aged 60. Her father 
was Alexander Comyn, founder 
of Feathered World, now pub- 
lished by Odhams as Poultry 
Farmer, and Miss Comyns-Lever 
worked on that paper as adver- 
tisement manager until 1943 
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Golf Fixtures 
For 1951 
N.A.G.S. 


Following are the 1951 fixtures 
of the Newspaper and Adver- 
tisers’ Golfing Society: 

Spring meeting, Wednesday, 
May 9, at Sunningdale. Summer 
meeting, Wednesday, July 18, 
Walton Heath. Autumn meeting, 
Thursday, October 18, Berkshire. 


Column Club 


Provisional fixtures are: Spring 
meeting, Tuesday, May 29. Sum- 
mer, Wednesday, July 235. 
Autumn, Tuesday, October 9. 

The triangular match between 
Aldwych Ciub, the holders, Fleet 
Street Column Club and the Press 
Club has been provisionally fixed 
for Wednesday or Thursday, 
June 20 or 21.' 


LLP.A. 


The Spring Meeting will be 
held at Sandy Lodge Golf Club, 
on Wednesday, April 25. 

In the morning the Leonard 
Hill Challenge Cup will be 
played off handicap, for nomin- 
ated representatives (two) of In- 
corporated and Registered Prac- 
titioners, Prizes for the winners 
= be presented by Mr. Leonard 


ik. 

Stroke play for the James 
Strong Challenge Trophy and 
special memento for best scratch 
score (oven to Fellows and As- 
soc.ates only). Also, first and 
second prizes (open to all) for a 
medal round under handicap. 

In the afternoon, two-ball 
greensomes against bogey under 
handicap. Prizes to winners and 
runners-up. 


IN BRIEF 


Mr. P. S. M. Auld, director, 
C. D. Notley Advertising Ltd., 
was to be the speaker at the 
Advertising Club of Oxford yes- 
terday (Wednesday). 

* * oe 

The annual meeting of the 
Newsvendors Benevolent and 
Provident Institution (“Old Ben’) 
is to be held Tuesday, March 6, 
at Memorial Hall Buildings, 
E.C.4, 

7. * * 

Mr. Leon Goodman, Publicity 
Club of London’ N.A.BS. 
steward, suggests that members 
might send an additional donation 
to N.A.B.S. in memory of Roy 
Hardy. 


* * * 
An eye-witness survey of 
“Campaigning in Korea” was 


given to the Aldwych Club 
last Thursday by Mr. William 
Courtenay. Sunday Times and 
Kemsley Newspapers representa- 
tive, who recently returned from 
that country. 

* * * 

Mr. Frank Ramsay, secretary 
of the National Bedding Federa- 
tion, and a member of the Pub- 
licity Club of London, has been 
elected vice-president of the 
Secretaries Club 


CLUB NEWS 
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Sheffield’s Advertising Quite 
Inadequate—Debate Verdict 


That Sheffield’s advertising 
is entirely inadequate was 
decided by 21 votes to 14 after 
a joint debate between mem- 
bers of the Publicity Club of 
Sheffield and the Sheffield 
branch, Incorporated Sales 
Managers’ Association. 

Proposing the motion of the 
Sheffield Club, Mr. R. M. King 
said the object of advertising 
Sheffield was to safeguard its 
future by attracting a variety of 
trades. They had the finest pen- 
knives in the world, the finest 
glass technology department, the 
traditions of the Cutlers’ Com- 
pany and the Cutlers’ Feast. But 
Sheifield trades were not adver- 
tising-minded. They had been 
by-passed in the Festival of 
Britain. He suggested a combin- 
ation of interest to capitalise the 
advantages of the future of 
Sheffield. 

Mr. R. L. Walsh, opposing, 
ponted out that advertising 
figures of Sheffield manufacturers 
were unobtainable so it could not 
be said that the city’s advertising 
was inadequate. As Sheffield 
firms were still expanding without 
advertising, why should they 
spend money on it? 

Mr. H. E. McGee. seconding 
the motion, declared that Sheffield 
needed a public relations officer. 


Regent Club’s 
Competition 


Themes 


The Regent Advertising Club 
has announced the following 
themes for the 1951 competitions 
for cups and awards : 

Saward Cup, presented by Mr. 
H. G. Saward for the best essay 
on: “Can Publicity Save Peace?” 

Caxton Cup: Design a double 
crown poster in not more than 
four colours, for the Regent 
Festival Showboat. 

Higham Cup, for an essay on 
the following subject, selected by 
Sir Patrick Gower, “What I 
would look for if I were choosing 
an advertising agent with whom 
to place my advertising.” 

Goodenough Cup, presented by 
the British Gas Council for the 
best entry on the following sub- 
ject: “In most housing estates to- 
day. provision is made for various 
fuels, the choice being left to the 
tenants. Write the copy and de- 
sig a layout for a 6 in. d.c. ad- 
vertirement setting out the advan- 
tages of gas to this type of con- 
sumer. 

World's Press News awards (10 
g1s.. 5 gns. and 3 gns.) for an 
essav on: “Should advertising 
publicice itself. If not, why not; 
if so. how?” 

Closing date for entries is 
March 31 


Manchester 


Three Jobs For 
Pat Ward 


Officers elected at the annual 
meeting of the junior section of 
Manchester Publicity Association 
on Thursday last week were: 
Chairman, publicity officer and 
membership officer, Patricia M. 
Ward; treasurer, Barbara Burton; 
educational officer, Bernard 
Makinson; social officer, Robert 
R. Rawson; deputy social officer, 
Joan Gloag; recorder of meet- 
ings, Beryl F. Barnett. 

Malcolm Richardson remains 
secretary, Olive Harrison deputy 
educational officer and Joan 
Doyle, librar‘an. 

_ Membership of the junior sec- 
tion is now 42, 


Te 
Paper Talk 


Members of the Wolverhamp- 
ton branch of the Master Printers 
and Allied Trades Association 
and the Wolverhampton Society 
of Applied Science were guests 
at a meeting of the Publicity Club 
of Wolverhampton la:t Thursday. 

An “Introduction to paper- 
making” was g ven by Mr. G. T. 
Stanger, of Wiggins, Teape and 
Alex Pirie (Sa'es) Ltd.. and his 
talk was illustrated with the film 
“Paper Chain,” which shared 
first prize in the works and tech- 
nics section of the Venice film 
festival last year. 


Music Makes Money 


Over £300 was raised for the 
Royal Commercial Travellers 
Schools Appeal at a concert given 
by the Hallé promenade orchestra 
and arrang:d by the Publicity 
Club of Sheffield in conjunction 
with Sheffi:ld Philharmonic 
Society. 
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Oxford 
A Clinic For The 
Critics 

An “advertisement clinic” was 
held by the Advertising Club of 
Oxford, at which members had 
the chance to criticise each other’s 
work in advertisements, shown on 
the epidiascope screen. 

Lively discussions were led by 
a panel of member-experts, wit 
Mr. J. R. Booth, treasurer, as 
chairman. 

Mrs. W. H. Strange put for- 
ward the housewife’s viewpoint, 
and others in the team were 
Messrs. J. N. Osmond-Jones, 
W. A. Henderson and Ken F. 
Stewart, Mr. J. H. Page operated 
the epidia:cope. 


Bradford 
New Chairman 


Is T. C. Scott 


At the first annual meeting of 
the Bradford Publicity Associa- 
tion Mr. T. C. Scott became 
chairman in succession to Mr. 
Cc. G. Powney, who was elected 
a vice-president. Mr. Kenneth W. 
Parkinson was re-elected presi- 

nt. 

Other officers include: Joint 
hon. secretaries, Mr. R. Shep- 
herd and Mr. D. J. Conway; hon. 
treasurer, Mr. A. R. Gallant; hon. 
Press officer, Miss W. D. Brown; 
executive committee, Messrs. A. 
Butterfield, H. E. Clough, M. F. 
Davison, G. Hepionstall, 
J. A. Horrox, G. H. Howe, G. W. 
Ridler, W. Walker, C. Walis, W. 
Williamson and E. Winterburn. 


Old Folks Party 


The Women’s Advertising Club 
of London held its old people's 
party at the Y.W.C.A. Tottenham 
Court Road. Old age pensioners 
between the ages of 65 and 93 
from Holborn and Marylebone 
were guests. 

Noted artistes entertained. Tea 
was lavish and Miss 
Richardson, president of the 


SC VO OTR 


MRT A pe RO IRON He 


saan ttie teats 


Doris — 


Club, announced the presentation — 


of a gift anda food parcel to each 
guest. 


Leeds 


~ Ads. Are Better 


The theory that an editorial 
mention is worth a lot more than 
an “honest-to-goodness” advert- 
isement is not widely held now, 
Mr. C. N. Cursley, asiistant 
editor, “News Chronicle,” told 
the Publicity Club of Leeds in a 
ta‘k on “News and Publicity” 
last Thursday. 


Direct advertising had become 
so skilful and anvealing, and 
advertisers adhered to such high 
standards of honesty, that it was 
the best-seller of all. 

The publicity man of to-day 
had broken down a great deal of 
the suspicion with which he had 
been regarded. He had useful 
information to give, and was 


Than Editorial 


content to leave it to the news- 
paper to develop the information 
or not, as it pleased. “One grati- 
fying consequence had been a 
marked lessening of inhibitions 
on the part of a newspaper about 
mentioning the names of com- 
mercial concerns. 

“It is remarkable that this more 
liberal outlook should have 
occurred at a time when news- 
papers are so short of space. and 
when the advertising manager has 
no worries about selling his 
space,” said Mr. Cursley. 

“I think it will be conceded 
that the gulf between news and 
publicity is narrowing, providing 
that the publicity gives honesi 
news.” 
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A.P. Announce Ad. Grouping Changes: 


Ridgwell A Director Of Fredk,. E. Potter: 
S. N. Hyde Smith Joins C. Mitchell Board 


Important changes in the 
advertisement grouping of Amal- 
gamated Press publications, in- 
cluding the appointment of a new 
advertisement Manager, are 
announced by A. W. Burnett, 
whose appointment as advertise- 
ment director, Amalgamated Press 
Ltd., comes into. effect on 
March 1. They are as follows: 

C. Jakeman is to be personal 
assistant to the advertisement 
director. 

New advertisement manager is 
E. G. Tyler who takes over 
Woman's Illustrated, formerly in- 
cluded in Mr. Burnett’s group. 
He will be responsible for 
Argosy, Quiver, World Digest, 
Woman's Illustrated, Picture 
Show, Popular Gardening, Chil- 
dren's Newspaper, Champion, 
Comics, Libraries. 

Baxter relinquishes 
charge of his present publications 
and takes over Woman and 
Beauty, Woman's Weekly, 
Woman's World, Woman's Com- 
panion, Wife and Home, 
Woman's Pictorial, Home Com- 


' panion, Oracle, Miracle. 


; Chat, 


A. H. Adams retaihs charge of 
his group of monthly publications 
Woman's Journal. Woman and 
Home, My Home, Home 
Fashions, Bestway. 

W. N. Roberts retains: Home 


Sunday Companion, 
Answers. 

: . Briggs will continue as 

advertisement manager of 


Weldons Ltd. and will be respon- 


_ sible for Weldon Ladies’ Journal, 


Mother and Home, Good Taste, 
Weldons Home Dressmaking, 
Weldons Practical Needlework, 
Weldons Catalogue of Fashions, 
Needlework Illustrated. 
(See Mainly Personal, page 200) 
* * + 

S. Bollon, publicity assistant, 
public relations and _ publicity 
officers’ department, Eastern 
Region, has been appointed assis- 
tant publicity officer, Railway 
Executive Headquarters. 


. Adams 


E. G. Baxter 


After more than 40 years with 
the Post Office, J. H. Richardson 
has retired from the position of 
controller of publicity. 

(See Mainly page 200) 


L. A. W. Wood has joined 
Norman Davis Ltd. as production 
manager. Mr. Wood, who has 
just completed a year in Sel- 
fridges’ advertising department, 
has had previous experience in 
this field with Harrods and 
Pontings. During World War il 
he served with the Army and was 
three ane a prisoner of war with 
the iopes 

* 

R. E. " iia who has been 
with British Industries Fair for 
nearly 30 years, is retiring from 
his present appointment of direc- 
tor in April. 

* * 

Roses C. Baglin has joined 
Pointe] design company as Lon- 
don ep Oe 


c. =. Dolphin, recently retired 
publicity manager of English 
Steel Corporation Ltd., and Dar- 
lington Forge Ltd., and R. 
Russell, advertising manager, 
Moore and Wright (Sheffield) 

td., and secretary of Sheffield 
branch of the _ Incorporated 
Advertising Managers’ Associa- 
tion, have been awarded I.A.M.A. 
Fellowships. 

. * * 

J. R. Howell, has been 
appointed advertising manager of 
James Beattie Ltd., the Wolver- 
hampton departmental _ store. 
Since Sentember last year he has 
been trainee assistant advertising 
manager. with Baattio’s 


Addressing the Housing 


Centre Women’s Committee, 
Leslie Hardern, P.R.O. ‘%o the 
North Thames Gas’ Board, 


stressed the need to consider the 
influence of television, central 
heating and laundry equipment 
when preparing the designs of 
modern homes. 


W.N. Roberts 


E. G. Tyler 
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Douglas P. Ridgwell 


An illuminated testimonial and 
cheque, gifts of the public relations 
and publicity officers of British 
Railways and their assistants, 
were presented to C. Grasemann 
on his retirement from the posi- 
tion of public relations and publi- 
city officer, Southern Region. 

* * * 


F. C. Sibun, who has retired as 
advertisement manager of The 
Ice Cream Industry, is still adver- 
tisement manager of The Milk 
Industry, a position he has held 
for mently 30 years. 

* 


S. N. Hyde Smith, account 
executive with C. Mitchell & Co., 
Ltd., since September 1948, has 
been appointed a director. 

On return from South Africa 


in 1947 he was appointed 
assistant manager, marketing 
division, Burroughs Wellcome 
& Co. and then joined C 


Mitchell & Co. as account execu- 
tive. Mr. Hyde Smith was copy 
chief and account executive with 
C.N.A. (Advertising), Johannes- 
burg, Cape Town and Durban. In 
1945 he was appointed to the 
general staff of the Central News 
Agency and was sent to England 
and the United States as the com- 
pany’s representative to renew old 
ties oe magotins new govncies. 


iia P. Ridqwel a now 
joined the board of Fredk. E. 
Potter Ltd. A noted art director, 
he has had over twenty years’ 
service with some of the leading 


London agencies, including 
Saward Baker, Keymer and 
Highams. 


Since joining McCann-Erickson 
in 1949. Mr. Ridgwell had been 
responsible for the art direction 
of many accounts, including 
Vactric, Valopto, Sta-Blond, In- 
ternational Harvester, and more 
recently for the entire art plan- 
ning and direction of the Anglo- 
American Oil Company Ltd. 


(Esso and Essolube). 


E. B. Briggs 


S.N. Hyde Smith 


L. A, W. Wood 


CONFERENCE 
NEWS 


“Rapporteurs” 


Rapporteurs have been ap- 
pointed for the International 
Advertising Conference. They 
will be responsible to the pro- 
gramme committee for detailed 
arrangements, selection of 
speakers and 15-minute reports to 
the whole Conference on its final 
morning (Friday, July 13). 

They are: Monday (July 9), 
Mr. Roger Falk, director-general, 
British Export Trade Research 
Organisation, and vice-chairman, 
D. J. Keymer & Co., Ltd.; Tues- 
day, Mr. Sinclair Wood, chair- 
man, Youth Scheme Committee; 
Wednesday (“Clubs’ Day”), Mr. 
Derek John Roe, chairman, 
Manchester Publicity Association, 
and Mr. R. Balch, vice- 
president, Publicity Club of 
London; Thursday, Mr. W. 
Hinks, managing director, J. 
Walter Thompson Ltd.; special- 
ised sessions, Mr. A. Everett 
Jones, member, Conference Pro- 
gramme and Youth Scheme Com- 
mittees. 


Overseas Outlets 


The following are members of 
the International Advertising 
Conference Press relations com- 
mittee’s overseas advisory sub- 
committee which will advise on 
overseas outlets appropriate for 
Conference news: 


Paul Barratte (Pau! Barratte & 
Associates); E. J. Biggs (Intam), 
René Elvin (W. S. Crawford), 
W. H. F. Emmett (W. H. Emmett 
Overseas), A. J. Heighway (Lon- 
don Association of British Empire 
Newspapers Overseas), F. 
_—— (World's Press News), 

a ~~ GU. Walter 
Thompson), W. H. Russell (Col- 
man, Prentis & Varley), J. S. 
Swaab (Foote, Cone & Belding). 

Mr. Ian Harvey, M.P. (W. S. 
Crawford), chairman, Press rela- 
tions committee, is chairman of 
the sub-committee. 


Directors who attended a cock- 
tail party given by Ripley, Preston 
& Co., Ltd.. when the new Birm- 
ingham office manager, Mr. Alec 
Willington, met the Press, in- 
cluded Mr. Robin Holmwood, 
Manchester office. and Mr. R. 
Bennett, Derby office. 
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economic rates plus the 


800,000 


mass sale of this popular 


weekly offer one of the 
finest returns for every 
advertising pound spent ./ 
in the women’s * = 
mass market! 


oe SS a ae - a 
Puan Ee ht ae ee ae ai co 7 £m be yy 7 
ae i Bets: 2: tne gee : : ~ le - ae ; F 
i |g ‘ ‘ : foo % ac a 3 
i ee wicst | ee laa e a . = AES ain Bs ase = 
fe Ki ¥ ' ‘nee : or 
: 1 ORS > pegiiremis! © , ; Fy aie r - Cy 
i a ae sy RY 2. cong és 
a yok RR ee ae ae Bees we. 
She (See te oe Tie vanes Pex, eS = ae 7 ae a 
, wt E > i ee eye ae SM pa re a hii te ‘ er: ; ae 
: , gene : sewn ace : Se ee eae , rad 
wal a ba geal ‘Seog 2 ¥ pen ie * pea : 4 : 
e. Pr i ee eee, eae . 
i Grgtane Samp. 
‘ : ae j - ne Me ae ih er 
eee + ne bey: t a 
; a . GER. ei ¥ 
a; ity F xe os es oe Stet 
ia ee F ay 
: me 2 wi ee a eee 
. fer oe nat» yee ea a 
. CMe Fe OX ieee SS : ’ ; = al Ro 4. 
‘ , é = ; % ras Uk a ay - 
‘ Cre fac toe ge a bs ve ae te ae 
a a's: + ere ie Re nee on oa + ee rie 3 : ia 
; {ae ee oe ' ipo ae i % : 
me fe ° a4 a F ae ee an at car my ” 
e ak : i ee zs ve A ~ + ee ae 7 
aa * tae ye a —— ts” 7% 
 §s . es ee ae * . . Ds en vi ae 
Be: La # . ee “i; = a Pie = * a 
oe > ne = Eee i 
Rs ee LEO Se ae 
ee Be a ee Re a ee Re ee , : ve — 
: ee ey MCSE a i mn % 
op fe ss « “ _ 
ee fy eM * ; : 
tr eR 
iy oath aU ; . 
ES ot if “tee 
ee ee es 3 ral : ' 
pre AP s : 3 Ps 4 
mA Ae b Fes > 
ae bg 3B 4 —— 5 
os : ; ee ‘ . 
ee as - , oase 4 ia 
‘ Ret Po acta , = x - 
B ba Fi eee | rn i : : | a af 
j ote is ae J { : 
7: i aes Sas a - 4 _ 
fi * ae ma ee: te i Y ; o 2| , 
ss as Ree NE Se ee *, ee " , ‘ 1 an a 
| ase —_ ta 
: al a x = 
L SarF re eee - 
: i ae Zz 
: y —- | i 
é eo. B , 1 ald 
i aa . 1 ‘_ . 
Ee = _ 
= ; ‘ -. 
A = r y o +3 3 
‘ J ee ae eke ms 
Wag ak ap er a +. : m ’ 
3 : Byes. iar ray & # } > ae 
: . EER Re: a4 on 
, ce: BO J ' { a 
he 4) Eee a par ay - aa: 
: % @ a tt ’ ae, i a we as 
z ee = . ~ x a ei! ae Pate. r 4) 
\ f fi. —~ Bast: 42 aimee a 7 
a ol Oe > ne Rs ty el i . 
2 - , £ ie i —™ 7 pc Sa ii es i: 
bs S ee ph. eee Be oats a a ia. “See se - so 
: ie Jaga oe ag sh ' tn ; %, Fa 5 - Ss ‘ eh ee Fig 3/09 ' : pg 
ee ee “fs be 4 .» OS: See yay 
» ¥: leg Tag ee Ls 7 ‘ is eee 4 Pty, . . j J 
: \ e 4 - “e + ge e3 oh a mL” FASE ~wH , 
é as * or. > ie a pat ee es ie - 
86 4 oe ai op ot ee sie “ . 
E ia % . 2 » a 
er Pll ES x ‘ a © he a «te * 
ms oe ee " ig me : 
é = at ae ; onl s ya ae Hy 
¢ a me 5 m ‘ ; 
i OS i. 7 a ’ ’ 
et or ar. 2 a I 
. | a RAs & 3 <7 ne Boe o% * 
; -— a ec. Soe , ; se fy” 5 ‘ 4 
— e.: ’ cae oe wae og us ae ae le 4 Vs Ey) vero ae ; 
4 at of ii 6a $ 1 me) to eee = Oe Nae Re: 2 TH 
i. oh oe ‘e> Sent aS o Paka WS. eae : $ “ 
; ———— _ :~ ees Se ey Meee | ka is 
: | ... -se. > <3) 
'7 pe ie eee : me cor ae ges gare iets ’ | a oe 
. f oo : “ 2 = eg . eee ahcge s\n i ; 
A 1 Bsa oink. - sue a wot: |e ‘ 
Rad — ee ge: sd + to a 
. : i. * , « RZ gi et 
a) ee ag ty 
fi : i hag gees & : : ’ 
3: ? ee tit fa o. 
Pee 2 i te mite 
ee hits Ps : ort Pe . . ‘ ‘ 3 
STUART i J 8 te : Se A . o. 
ANDER, AD whe a 2 § a “ ' Se >." =* =. 
VEATISEMEN Terns Ra ; ' ee : F ee 
Y Omectr e Msi ai . ‘are ; Pes * ‘ 
AP. ob > h ey ‘ 3 ; 
or + oe Le: pe ee : : ON Stagger ha a <p 
? ae ai es tna — + SONDON, wer Fame: ei q 
ee a sis le ee Se : ae f ay 
ae ce mrs SFO sn Ss vo 
—— SS ae ol (ee yg, a ee 3 Ln oma pe 
7 Peed ey ay. : ps eae = fn 


ADVERTISER'S WEEKLY 


Advertiser's 
Weekly 


180 Fleet Street, E.C.4. 
40/~ A Yeor Post Free 


"Phone: Chancery 8844 


45/- Oversea: 


February 1, 1951 


Galloping Consumption 


LL who are disturbed by the rising trend of Press advertise- 

ment rates would do well to study the observations of Mr. 

C. E. Wallis, Chairman of the Associated Iliffe Press, 
reported elsewhere in this issue. Upon a controversy which has 
flared fitfully during the past few months, Mr. Wallis throws a 
douche of clear, cold water. 

Here, at last, is a plain and penetrating analysis of this vexed 
issue as it affects one field of publishing. The argument gains in 
force and clarity because it is stated simply. Various theories have 
fumed generously in the minds of other protagonists. Seeing the 

.problem from their own angle some have expressed themselves 
‘with more vigour than charity. Now, at last, we have an authorita- 
“tive, and well-documented answer, and by giving it Mr. Wallis 
has rendered a distinct service to publishers in general. 

In passing it might well be asked why no organised reply had 
been given earlier? Could it be that the feeling of the critics had 
failed to register? This, of course, is one of the inevitable dangers 
of over-statement, and it must be admitted that some pronounce- 

ments have been more conspicuous for their gusto than their 
logic. Some commentators, it may be said, have shown a tendency 
to rush in where economists have feared to tréad. 

Meanwhile, publishers and advertisers alike are swept along by 
the economic mill-stream. The whirlpool lies ahead. Men of 
experience and vision on both sides sense the danger point is near. 
Production costs have soared at a remarkable rate, nor is there 
likelihood of their being pegged. New claims are being levied— 
substantial, like those of the craft unie-s or more modest, but 
equally indicative of the times, like the 1igher road freight charges 
which became effective on Monday. 

Those who favour an increase in the cost of newspapers as a 
sovereign remedy for the economic ills to which advertising, in 
common with industry, is heir, are begging the issue. They are 
Seeing the problem through the wrong end of a telescope, and 
thereby reducing it to apparently manageable proportions. 
Discerning advertisers know from long, and profitable, experience 
that periodical! and trade journals constitute a broad and in- 
fluential medium which cannot be ignored. They would hesitate to 
quit this field even if, as Mr. Wallis warns, rates have not yet 
reached their zenith. 

Publisheis are worried lest further increases in rates bring sales 
resistance from an influential body of advertisers. Other media 
beckon, but by and large they can offer nothing comparable with 
the universal quality of Press coverage. It is bad one way, and 
bitter the other. 

Can organised advertising make any contribution to an equit- 
able settlement of this vast, and vexed, problem? The Incorporated 
Society of British Advertisers are reported to be studying certain 
rate rises which, apparently, are not thought wholly justified. 
This procedure—however worthy its motive—seems insufficient, 
and rather liable to be misunderstood. 
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The direct approach is to be favoured. Advertising and publish- 
ing interests seldom get together, but joint study of this vital issue 
would be to their mutual advantage. Who will take the ‘initiative? 

The seeds of solution are doubtless hidden in the intricacies of 
the international situation. Raw materials are the root difficu ty. 
If, like Oliver Twist, we feel we must ask for more, then it is 
imperative to do so in the most concerted tones. Here is one 
dominant issue for which the International Advertising Conference 
would provide a powerful sounding-board: 


Siseunenls ’s Topics 


OurTpoor advertising people may 
imagine that coping with the 
vagaries of the planners is enough 
to bewitch, bother, and bewilder 
any branch of the 


POLICE industry. — 
the day is not far 
MIGHT distant, however, 
POUNCE when they will find 
themselves em- 
broiled with the Ministry of 


Transport, and the police. With 
the introduction of a new type of 
lighting which no longer requires 
a continuous tube, fascinating 
prospects present themselves. 
Lighted panels on the side of 
transport vehicles are obviously 
a lucrative temptation. 

Authorities concerned with 
road safety are already anxious, 
and at one important conference 
recently the possibility was dis- 
cussed of a Test Case to prohibit 
the use of bright red and green 
lettering on the front of buses. 
The issue is hedged with so many 
legal complexities that swift 
action is unlikely—unless it 
should be precipitated by a suc- 
cessful plea from an_ erring 
motorist that he mistook the lively 
green of an advertisement for the 
“go” signal. 

Oddly enough it is not in Lon- 
don where anxiety is growing on 
this problem. A provincial police 
chief is most likely to take the 
initiative. 

= 


DISPLAY MEN are grousing—quite 
legitimately—about the acute 
shortage of material of all kinds. 
During the past few months there 
has been a light- 


DISPLAY ning change, from 

conditions of rela- 
WILL FEEL tive plenty to a 
A PINCH scarcity almost un- 


precedented. It is 
ironic that this frustration should 
hobble one of the most virile 
sections of advertising. In an 
endeavour to break the bottle- 
neck the Display Producers 
and Screen Printers Association 
are hoping that their influential 
Associates will try to give ordin- 
ary members some degree of 
priority. 


Is it too much to ask, they are 
wondering, that when anything 
new comes on to the market, or 
when acceptable substitutes for 
some materials are discovered, 
their members should be given 
first refusal of limited supplies? 
It is being argued, with force and 
logic, that this policy would pay 
the Associates good dividends, in 
time. 

But time, alas, is not on the 
side of the display men, Scarcity 
is likely to increase. 

Ironically enough the -real 
pinch may be felt just about the 
time of the International Adver- 


tising Conference, and _ the 
Festival of Britain. 
— —« — 


EXPERTS ON economics might 
have fun in explaining why a rise 
in the price of newsprint and a 
boomlet in newspaper shares 
should happen on 


SHOCKS the same day. 
The obvious 

AND answer would ap- 

SHARES pear to be that 


buyers were count- 
ing on a rise in the price of news- 
papers, and were convinced that 
what the papers lost on the 
roundabouts they would more 
than pick up on the swings. 

British newsprint prices may 
soar to as much as £60 a ton, a 
writer in the Financial Times con- 
siders, when the new high-priced 
pulp goes into production. When 
will this be? Possibly in the early 
summer, but there is hope that 
later in the year cheaner Canadian 
supplies will be available 

A recent denial by Lord 
Rothermere that newspaper pro- 
prietors have discussed a price 
increase cannot be discounted— 
but the share buyers at all events 
have sufficient confidence to back 
their own judgment. 

If a price increase in the cost 
of newspapers does come, its 
effect may be almost quixotic on 
shares and circulations. 

It is anybody's guess which goes 
up. Most likely it will be both. 


ROUND TABLE 


“CUTeaeTts 
AND ORIGINAL 
SHOWCARDS 


CLEVER 


FROM CREATIVE IDEA... TO FINISHED PRODUCTION 
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ADVERTISING DISPLAY LIMITED 


88 CHARLOTTE STREET, LONDON, 


LANGHAM 5351/2 


COLOUR PRINTERS 
LONDON & EXETER 
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To reach the 


without waste 


3 
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J a 
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A HAND-PICKED MARKET—that is what Vanity Fair offers you. There’s no 
waste with Vanity Fair if your product appeals to the younger, smarter 
woman, who knows what she wants out of life, the woman with a keen dress 
sense, the woman who is choosey but who has the means to satisfy her 
appreciation of the better things in life. 

To reach these younger, smarter women who buy Vanity Fair 

every month costs £100 a page in black and white ; 


£150 in full colour—and the page size is a generous one, 10} x 84" 


the most practical way to the purse of the Younger, Smarter Woman is througt 


\ © om e 
anily Fair 

e 
Produced by the publishers of Harpers Bazaar and Good Housekeeping. 


THE NATIONAL MAGAZINE COMPANY LTD., 80 GROSVENOR GARDENS, LONDON, $.W.4 
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“Words are being so over-driven 
and ill-used that they lose all 
meaning.” 


I was much more zestfully 

interested in such matters 
than to-day, an ice-cream was 
in fact cream, flavoured and 
sweetened and finally frozen. 

Then there arrived something 
known succinctly as an “ice, 
which was frozen custard; and 
before very long this, too, was 
labelled “ice cream. 

The people who used real 
cream put their backs against the 
wall and advertised “iced cream,” 
but the economics of ice cream 
are red in tooth and claw, and the 
genuine article disappeared, never 
to be seen again anywhere except 
in a few remote Alpine Villages. 
To- ed “ice creams,” “real ice 


[ my extreme youth, when 


ord Murder! 


creams,” “genuine ices,” and even 
“fresh way ices” are often—at 
least by the standards of youth— 
mysterious mixtures of numerous 
ingredients, even though these in 
themselves are pure enough. A 
fresh dairy ice, by the way, is an 
ice made in a factory and sold 
ata dairy. 

By the same token, a talk on 
the wireless a few days ago made 
it clear that the new-laid ration 
eggs at the grocer’s should be be- 
tween five and twenty days old, 
but that a sample census had re- 
vealed some—just a few—of as 
many as 90 days’ age. New-laid! 

Then again, I was talking to a 
client in my office and observed 
increasing signs of uneasiness and 
distress in his demeanour. Finally, 
no longer able to contain himself, 
he picked out of my pending tray 
a proof of an advertisement for 
one of his products—a_ proof 
bearing the words MOST 
URGENT in red ink script about 
an inch deep—and said: “Don’t 
you think you ought to deal with 
this straightaway?” I had to ex- 
plain that in these days such 
phrases as Most Urgent, Extreme 
Haste!, Frantic!!!, and even 
Panic!!!! had been so over-used 
that a personal call from the 


detail-man was the — —_ that 


j 


CHATHAM 


now conveyed sense of 
urgency at all. 

“But you dealt with that one!” 
said my client jealously, seeing 
another client’s proof in the out 
tray. So I had! And all it bore, 
in neat handwriting in one corner, 
was the word: “Please!’’ Manners 
makyth man. 

Does it seem to you that some 
of our own pet advertising words 
have similarly lost all or most of 
their meaning and impact? In 
one Sunday paper I found seven- 
teen advertisements with the 
word amazing or its synonyms 
such as astonishing, astounding, 
or breath-taking in the headline. 
How many readers, in your 
opinion, really expected to be 
astonished by the bargains, im- 
provements, innovations or testi- 
monials so described? From my 
own limited experience of copy- 
testing I should say that such 
words are now valueless. Yet, 
strangely enough, the words NEW 
and NEWS still keep much of 
their magnetism. 

I know that when clients pound 
their desks and cry imperiously 
for real hard-selling copy that 
packs plenty of punch they mean 
copy with lots of amazement fol- 
lowed by rows of “astonishers” as 
the typographers so prettily call 
exclamation marks. And I know 
that for peace and quiet we all 
are forced to supply them from 
time to time. But don’t let’s kid 
ourselves that we are writing 
hard-selling copy. And don’t let’s 


any 


Review of 
Advertising 
by 
COPYTASTER 


mistake plenty of punctuation 
marks for plenty of punch. 
* * * 


SPARE A FEW moments for the 
Carnation advertisement. Carna- 
tion, we read, is nature's perfect 
food at its best, because Carna- 
tion, we read, is nature’s perfect 
milk, extra safe, extra pure, extra 
good. And on the picture of the 
tin we read: “Carnation Evapor- 
ated Milk. Homogenized. Vita- 
min D increased.” Does this give 
you any idea of what I am driving 
at when I say that words are 
being so over-driven and jlJ-used 
that they lose all meaning? 
Purity is an absolute state, and 
it is folly to imagine that any- 
thing can be extra pure, slightly 
pure, rather pure, or very pure, 


for all these adverbs imoly that 
there are degrees of purity and 
that some pure things are purer 
than others. 


Which is absurd. 
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This is 1951, the vear of Britain's great Festival 


What does it mean? It means that Britain is 00 


show to the we 


3, and that icludes everything 
imandof Britain The miracles of British scvence | 


and the sigour cd skil of British sport 


British industry sn all its busy vanety andthe | 
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in) me : music... and the kk Br 


dits people. The whole country puts ite 


tush country- 


best face forward to the world — and to 
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"h. FESTIVAL OF BRITAIN 
ay Britain at home to the world 
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“The whole thing is so neat and 
the headline so flat . . . 


But that is not the whole point. 
“Pure” means free from any 
foreign or vitiating or imported 
elements; free from adulteration 
or moral defilement; innocent; 
chaste; unsullied, etc. etc, How 
can anybody argue that Carna- 
tion is pure milk in the face of 
the statement that the Vitamin D 
has been increased? It may be 
an excellent idea to add Vitamin 
D. Equally one might decide that 
it would be a good idea to add 
butter-fat or calcium. But would 
the milk still be pure? 

Now, what about the word 
“fresh”? Obviously the milk was 
indeed fresh a long time ago when 
it was first homogenized, evapor- 
ated, fortified with increased 
Vitamin D and eventually canned. 
But to call it fresh cow's milk 
now seems to me to be a misuse 
of words. How would you—or 
the copywriter—like it if the 
morning tea was made with hom- 
ogenized, evaporated, canned 
milk fortified with extra vitamins, 
and in reply to expostulations the 
dairy roundly asserted that it was 
pure. fresh milk from contented 
cows? 

* ~ 7. 


IT TOOK a long time to summon 
up courage to read this Festival 
of Britain advertisement. The 
whole thing is so neat, and the 
headline so flat and unprovoca- 
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Half the battle of selling is 
to create the mood for buying- 


ADVERTISER’S WEEKLY 


site 2 


HOUSE & GARDEN goes to people of means who enjoy spending money on 


their houses (and gardens). Every page puts them in the proper mood for buying . . 


buying what? 


— Anything and everything from carpets to 
a 


candlesticks, glasses to glasshouses, food 


to furniture. wine to wallpaper—all things 


they read about in HOUSE & GARDEN 


House & Garden 


Exceeds 30.000 net sale monthly at 3/- 


THE CONDE NAST PUBLICATIONS LTD., 37 Golden Square, W.1. 
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An open and _ shut letter to 
A. Bottle, Esq., Space Buyer. 


dear sir 

although 

you may 

at present 

find that 

essential 

supplies for 
the products of your 
clients are held up ina 
bottleneck we should like to give 

you our optimistic reminder that things 
will not always be as bad as they 
are now and it is therefore of 
prime and continuing importance that 
our readers are not given any oppor- 
tunity to forget your clients—even if 
they wanted to and why should they— 
and always remember that the label 


THE 3 . es By ; i A a 
MUNICIPAL JOURNAL and 
PUBLIC WORKS ENGINEER 


stands for an unequalled readership value 
as it means the contents are read by the 
buyers in every department from the 
borough engineer architect and surveyor 
to the town clerk and treasurer all of 
them connoisseurs and eager to obtain 
the best so do not forget if you 
want to contact 60,000 people who 
spend £2,000,000,000 each year you 
can do it by contacting us at 3/4 
Clement’s Inn Strand London W C 2 
or telephone us at Holborn 2827 to 
reserve your clients’ space for 1951 


Review Of Advertising—continued 


tive, that to plunge into the copy 
seemed like intruding upon pri- 
vate grief or clomping in climbing 
boots into the silence of a great 
grey cathedral. ; 

The copy is fantastically long, 
and far from festive, but it should 
be forgiven. Sooner or later it 
was essential, after all that has 
been said in the newspapers, that 
somebody should set out the true 
aims and objects, platform, or 
articles of association, sO to say, 
of the Festival; and I learnt a 
good deal that I didn’t know 
before. The dates, for example, 
and the fact that the organisers— 
as I long ago suspected—have 
never really decided whether the 
object of the operation is to cheer 
up the British people or to lure 
foreigners to Britain. 

Writing the copy and bringing 
it back alive from the dozens— 
maybe scores—of people who 
would feel entitled to see, criticise 
and alter it must have been the 
very devil of a job, and it is 
astonishing that it is so free of the 
grosser sort of cliché. 

But neither the copy nor the 
layout could ever be called gay. 
Dare we hope that after the ser- 
mon we may expecta lively hymn? 

* * * 


TAKING A LEAF from the New 
Yorker, 1 am beginning a collec- 
tion of remarks I doubt were ever 


..« QUAKER OATS 


Garaget noggin 


1 COntan Pooos 


“Remarks I doubt were ever 

spoken: ‘Quaker Oats gave me 

energy—plus a_ useful contri- 
bution of Vitamin BI’.” 


spoken. Listen, for example, to 
that expert on health and dietetics 
Mr. Victor Barna, the table tennis 
expert: “Quaker Oats is my food 
for action; it gives me hard- 
hitting fitness. Quaker Oats gives 
me energy—PLUS a useful con- 
tribution of Vitamin B1, the vita- 
min that I need—and you need— 
every day.” 


OPEN LETTER TO COPYTASTER 


From An Appreciative Reader 


Your competency as an analyst 
and critic of published advertise- 
ments is freely acknowledged. To 
young people your contributions 
provide inspiration and guidance. 
To an old writer and designer 
like me they bring refreshing en- 
tertainment. I agree with almost 
everything you say. 

There is one thing, however, 


' which has long perplexed me, 


and at last I am impelled to issue 
a gentle challenge. 

When I was a composing room 
apprentice, “copy” to the printer 
meant everything which came 
down from the editorial and ad- 
vertising departments. To the 
best of my knowledge that is still 
the correct meaning. Freshwater 
and Bastien in The Dictionary of 
Advertising and Printing appear 
to accept this when they define 
copy as “ a complete matrix, 
electro, or zinco combining matter 
and illustration for an advertise- 
ment.” Although they do not say 
so the word “matter” in the con- 
notation implies “text.” 

It would seem, therefore, that 
in advertising usage the word 
“copy” has become bastardised 
and is carelessly and wrongly 
used. I am tempted to make this 
assertion when I read in your 
latest article the sentence “Why 
talk in the heading about 3-way 
sizes while the copy says there 


| are S cup sizes?” Your meaning 
| is clear, but, with respect, your 


thinking is confused. 
A little while ago two students 


were examining a Press advertise- 
ment. One remarked, “I like the 
layout, but I don’t think much 
of the copy.” Surely he was 
thinking and speaking in ignor- 
ance since when the matter is 
printed it can no longer be copy. 

The misuse of this word by so 
many people in advertising is 
deplorable. By you who are so 
obviously wise and skilled it is a 
perplexing ' and  unforgiveable 
fault. 

I would like to abolish the 
word “Copywriter” and in its 
place to use the term “Advertise- 
ment writer,” for 1 do not see 
why he should not have the same 
dignity and distinction as the 
“Feature writer,” the “Story 
writer” or the “Leader writer.” 

This brings me by the same 
process of thought to suggest also 
that “advertisement designer” 
would be a nicer and more pro- 
fessional designation than “layout 
man.” 

There is a case for the en- 
couragement of correctness and 
precision in the verbal and writ- 
ten descriptions of individuals 
and functions in advertising. If 
this were done it would, I think, 
assist in the achievement of that 
other desideratum, the writing of 
“pure English” for advertise- 
ments. 

Now, if your courage is equal 
to your undisputed accomplish- 
ments, you will change your nom- 
de-plume to one which more cor- 
rectly describes your function. 
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| 


| the kind of man 
who gets his 
clothes at 


AUSTIN 
REEDS... 


He likes his formal clothes formal—and his others different—and 
he knows where he'll get exactly what he wants. He is the kind of person 


who reads The Listener. That’s why it carries Austin Reed advertisements. 
That’s why, if the goods you sell appeal to this market, The Listener 
should be included in your advertising schedule. 


... 1s the kind of 


man who reads 


The Listener 


Member eof the Audit Bureau of Circulations 


le 


All enquiries to-— 


The Listener > 


Advertisement Department, B.B.C. Publications, 
Broadcasting House, Portland Place, London, W.1 
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‘DAILY MAIL CLASS?’ 


2,293,565 


"THE certified net sales of The Daily Mail for the second six 


months of 1950 averaged 2,293,565 copies daily. In comparison 


with the corresponding figure for 1949, this represents . . . 


AN INCREASE OF 


78.562 


ON the facing page is an analysis of Daily Mail sales over 

1950 in relation to the monthly figures for 1949. It will be 
noted that the increase is not only in aggregate. During each 
individual month of 1950 the figures are appreciably higher than 
those for the corresponding month of the previous year. 

Here, indeed, is evidence of reader-loyalty not only from existing 
readers but from new readers attracted to The Daily Mail by its 
balanced, concise presentation of the news and its sane outlook on 
current affairs. 

To the advertiser who thinks in terms of response in relation to 
expenditure, the steady increase in what are termed “Daily Mail Class” 


readers and “Daily Mail Class” homes is an encouraging sign for the future. 
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HOMES NOW TOTAL 


HE average daily net sales of The Daily 
Mail for 1950 showing month-by-month 


increases in comparison with 1949. 


1949 1950 INCREASE 


JANUARY 2,174,814 2,187,978 13,164 ) 


FEBRUARY 


2,180,681 2,215,750 


MARCH 2,197,243 2,244,368 17.126 


APRIL 


2,200,853 2,248,458 


MAY 2,219,444 2,272,848 52. 


JUNE 2,233,604 


2,299,264 


JULY 25229,815 2,306,589 76,77 


AUGUST 2,222,046 2,305,944 83.898 


SEPTEMBER 2,225,660 2,300,535 74,875 


OCTOBER 2,218,053 2,289,635 71,582 


NOVEMBER 2,205,479 2,293,850 88,371 


DECEMBER 2,187,644 2,261,930 74,286 


ASSOCIATED 


NEWSPAPERS LTD. NORTHCLIFFE HOUSE LONDON EC4 
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{dvertising Case Histories 


ETWEEN November 24 

and December 23, 1950, 
thousands of dozens of a new 
doll were sold over toyshop and 
toy department counters . . . for 
nearly £2 each. One store sold 
200 in a single week. Demand 
was so much greater than ex- 
pected that production had to be 
restarted—in response to urgent 
trade wires and telephone calls— 
the very week the first national 
advertisement appeared. 

These are the highlights of a 
promotion scheme which was the 
manufacturer's first venture into 
consumer advertising—at a time 
when the market was over- 
crowded with dolls of every sort, 
size, and price. And the doll 
cost 39s. 6d, at a season in which, 
it was being said, no one had or 
was spending any money! 

This is the story... 

In 1949 Cascelloid Ltd. created 
“Patsy’"—a baby-size doll with 
lifelike looks and skin . . . a doll 
that wept, fed, blew bubbles, wet 
her nappie, could be bathed and 
powdered and was unbreakable. 
So they went to their advertising 
agents, Gee Advertising Ltd., 
Leicester, to discuss the possibili- 
ties of venturing into consumer 
advertising on a national scale. 

Up until then, Cascelloid’s 
Palitoy playthings had been ad- 
vertised extensively in the toy 
home and overseas trade Press. 
But “Patsy” was something new, 
a doll that did things no other 
doll had ever attempted! So 
much so that one national paper 
had to test “Patsy” before accept- 
ing the advertising! 

The first event in “Patsy’s” life 
was a presentation at the B.LF. 
in May 1950; orders were taken 
in sufficient volume to drive pro- 
duction up to full pitch until the 
end of October, by which time 
Cascelloid had thousands of 
dozens of dolls ready for despatch 
for the Christmas trade. 

Meanwhile, Gee Advertising 
had created a theme, “The Doll 
of every Girl’s Dreams,” which 
not only headlined all the adver- 
tising but appeared on every 
piece of promotion and display 
material, and in trade Press an- 
nouncements. 

A national appropriation was 
fixed and schedules drawn up to 
include the Daily Mail, Daily 
Express, Daily Mirror, Sunday 
Express and Sunday Pictorial. 

The campaign got under way 
towards the end of July. Con- 
currently with trade Press an- 
nouncements, a 3-colour broad- 
sheet was issued, showing repro- 
ductions of the consumer Press 
advertisements and of a 3-colour 
window streamer and a cut-out 
display card which could be fitted 
around “’Patsv’s” neck as she 
sat in her cradle. 


‘Money’s Short,’ They Said — But 
This £2 Doll Sold By The Thousand 


At a time when people were, apparently, very 

short of money, Cascelloid Ltd. ventured into 

consumer advertising for the first time with 

a high-priced luxury product—a doll—and 
were supremely successful 


The 2-colour carton in which 
“Patsy” was packed could be 
made, by adjusting two cardboard 
strips, into a rocking cradle. Sat 
in her “cradle,” “Patsy” made a 
window attraction. 

A month after the issue of the 
broadsheet, a further promotion 
“shot” was fired in the form of a 
stunt folder. Its cover reproduced 
the closed “Patsy” cradle, in 
actual colours. On opening the 
folder, a photographic reproduc- 
tion of “Patsy” herself emerged. 
Copies of this folder were there- 
after used as envelope stuffers. 

Meanwhile, Cascelloid repre- 
sentatives were concentrating on 
the “Patsy” Doll, each one armed 
with promotional literature and 
reproductions of the consumer 
advertisements. 

A script for use by department 
stores’ sales-girls was prepared, 
and many big stores installed 
“Patsy” doll booths or stalls. 


human of any doll yer 


things —feeds, weeps 


PATSY simply won't 


The first con- 
sumer advertise- 
ment appeared in 
the Dauy Express 


peoch ‘little mother’ 


ts sold with all her 


on November 24. box that makes inte @ 
Designed and rocking cradle 

booked _ originally 

as an 8 in. d.c., |+Parsy canse rep: 
this had to be |>+ Patsy stowssusaies: 
pruned down, J] > PaTsy cries reat rears: 


through newsprint 
cuts, to 4 in. dic. 
Nevertheless _ the 
Express compen- 
sated by giving a 
good position. 


AND POWDERED! 


You must see FATSY ! nearest-to- 
1s soft. peak, babylike. She does 
bubbles. nappre-wers,; 
can be bathed. powdered 
and, of course, dressed 


won't burn. won't tear—has no 
elastic or metal to scratch or 


ths cute Cuddlesome doll 


‘things’ in @ colourful 


* PATSY CAN BE BATHED 


SEE HER AT ALL LEADING TOY DEPARTMENTS 


t her skin 


blows 
she 


break 


And 


So immediate 
and large was the response that 
Cascelloid had to put “Patsy” 
back right away into full produc- 
tion. And each successive appear- 
ance of the advertisement over the 
following three weeks achieved 
similar results. 

From about 


December 10 


This is the ad. that sold a 
thousand dolls. 


through until the very last day 
of Christmas shopping, repeat 
orders rolled in by wire and tele- 
phone, one large store clearing 
no fewer than 1,300 dolls. 


Human Relations In 


REMARKABLE plea for 

the restoration of human 

values in industry is made 
in the Christmas editorial of 
Contact, the Newforge house 
organ, The author declares that the 
dehumanising of work in factories 
has created an “anonymous at- 
mosphere” that paralyses the will 
to work and makes the job mean- 
ingless except as a means of earn- 
ing one’s bread and butter. He 
suggests that the size of factories 
be reduced so that the industrial 
group is small enough for every- 
one to be an individual, not 
merely a unit. 

This is a brave grapple with a 
social problem, particularly in 
the house organ of a_ large 
organisation. But when you come 
to think about it, where better 
could you debate such subjects 
than in house organs written and 
read by people who are vitally 
concerned and really know the 
facts? 

* * 


ANOTHER FACET of the same 
problem is discussed in an article 
in the first number of the new 
series of The Industrial Editor, 
organ of The Brit’sh Associa- 
tion of Industrial Editors. 
Author is Ray Shekell, editor of 
three house journals. ‘ 


Mr. Shekell’s remedy for the 


breakdown of human relation- 
ships in industry is the profes- 
sionally edited works magazine 
He feels that a magazine is more 
effective than a sports ground or 
canteen because while only a 
small proportion of the workers 
uses the sports ground, a large 


Spotlight On 
House Organs 


by 
BRIAN HILTON 


proportion will read a magazine 
and will take it home for their 
wives to read, and it is a tre- 


mendous advantage to have 
goodwill of the employees’ 
family. 


Pointing out that at one time 
bosses lived near their works and 
were known to the workers’ wives 
and families. Mr. Shekel] adds 
that now “if George doesnt 
know them, his wife certainly 
doesn’t. But you would be sur- 


prised how her attitude to the 
firm would change if she could 
read about the chairman's trio to 
open up new American markets. 


I ndustry 


The bit about markets, admitted- 
ly, she might find a little dull, 
but she would love to have his 
views on American -houses, 
American people, and American 
meals.” 

Mr. Shekell develops his 
theme and proceeds to give a 
recipe for a works magazine, 
which, he says, should be 
produced by a trained journalist 
given as much freedom as 
possible. Incidentally, he says 
that this is the answer to the 
complaint of amateur editors that 
they cannot find enough material. 
A good journalist no more runs 
out of stories than a good indus- 
trialist runs out of raw materials 
—and only for the same reason: 
restraint. 

* - - 

Mercury is the staff magazine 
of Gordon and Gotch, Ltd. But 
nowhere in its 16 pages does the 
name of the firm appear. There 
are casual] references to G and G, 
and in a Christmas Greeting 
letter the names of the late Mr. 
John Speechly Gotch and Mr. 
Alexander Gordon are mentioned. 
But the only address on the whole 
thine is that of the orinter. This 
is either an oversight or sublime 
self-assurance. 

Incidentally. this Christmas 
number is printed. seasonably, in 
red and green, with no black. 
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IN MARCH 1951 
‘THAN in MARCH 


ae ee 


In BRITANNIA and EVE you see scores of 
advertisers who are willing to pay a little more for 
something a great deal better—better class readers, 
better production, better Editorial all important 
factors in selling good quality merchandise. The 
superbly edited HOME SECTION makes strong appeal 
to appropriate advertisers. BRITANNIA and EVE 
can offer you full 4-colour of which you can be proud. 
We produce it so well that we, too, are proud. 


British National Newspapers Limited, Commonwealth House, New Oxford Street, W.C.1. Holborn 6955 
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RECORD RIF 


“THE STAR” is proud to announce the | 
daily net sale fi bates for the six months enc 


_ 9 9] 4. . 9 7). 


1949 1,201,309 Daily Increa 


The 1950 figure is the highest six-months average yet achieved by “ THE 


STAR” and reflects the steady, unremitting progress of the fastest-growing 
evening newspaper in the world. 


The increase of 44,162 copies a day over the previous year is 
the largest increase shown by any of the three London evening 
newspapers. 


For the full twelve months the average daily net sale of “* THE STAR”’ 


| 1950 ....1,236,964 
1949... 1,207,640 


This is a record advance of 29,324 over the 1949 figure every day through- 
out the year. 

The certified net sale—second largest evening sale in the world —. 
is now two-and-a-half times more than the pre-war figure. 


* A.B.C. Figures 
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fE of 


lowing average 
g December 31I* 


Be 44,162 


The new peak in circulation figures of ‘THE STAR” now enables 


us to offer advertisers the lowest rate per inch per thousand of any 


London evening newspaper. 


“THE STAR” not only gives the best value to-day; it has for long shown 


a “premium” circulation on the figures current when space was booked. 


“THE STAR” pays because its editorial appeal is to the young and alert, 


who are receptive to new ideas and ready to respond by spending their money. 


Be sure to include ‘‘ THE STAR”, with its net sale of 


4 9245 5471 copies daily 


¥ 


By 


12-22, Bouverie Street, London, E.C.4. ‘Phone CENtral 5000 
ROY CLARK, Advertisement Director. 
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EXPORT MARKETING & ADVERTISING 


There Is Good Scope For Advertisers 
In Belgian Congo’s Wide Market 


HERE are, I believe, few 

advertising people from 

this country who have 
visited the Belgian Congo. This 
is a pity, because not only is 
there an extensive market for 
many cap.tal and consumer 
goods, but there are also good 
advertising facilities, particularly 
in the Press. 

It must be remembered, how- 
ever, that the Belgian Congo is 
in many ways unlike any other 
part of Africa. A large country, 
it sits astride the Equator on the 
River Congo. On the West it 
is narrow where it faces the 
Atlantic Ocean, but it opens up 
about a hundred miles inland, 
and stretches away to the East 
until it reaches the borders of 
Uganda and Tanganyika. If you 
sail to the Belgian Congo you 
will arrive at the mouth of the 
River Congo at the port of 
Matali, but the river is not 
navigable until you reach the 
capital, Leopoldville, in the 
province of that name. 

From there the River Congo 
spreads all over the country, as 
though in the shape of a hand. 
Most of the main towns lie on 
the river or its tributaries, with 
the main exception of the second 
largest town — Elizabethville, 
which is down in the South East 
corner, in the rich mining 
province of Katanga, just North 
of Northern Rhodesia. 


Costermansville 
Is The Capital 


Above is the well known 
tourist province of Kivu, with its 
capital Costermansville, and still 
further North lies the great agri- 
cultural Province Orientale, the 
capital of which is Stanleyville. 
These three provinces form the 
Eastern side of the Congo, with 
the addition of the mandated 
territory of Ruanda Urundi, of 
which Usumbura is the capital. 
Between _ Leopoldville and 
Stanleyville is the town of 
Coquilhatville, in the great 
agricultural province of 
L’Equateur, while in the South is 
the province of Kasai, the capital 
of which is Luluabourg. 

It is important to remember 
these six provinces and their chief 
towns, because distances in the 
Congo are so great that the 
provinces are, to a large extent, 
on their own. After all, it is 
over 2,000 miles from Leopold- 
ville to  Elizabethville, and 
though you can fly in eight hours, 


The fourth of a series of 5 articles specially 


written fi 


or ADVERTISER’S WEEKLY by H. 


DESCHAMPSNEUFS, Manager of the Over- 
seas Department of F. C. Pritchard, Wood & 
Partners Ltd., following his recent visit to Africa 


it takes thirteen days by train and 
boat between these two towns. 

Communications are largely 
undeveloped, except by air, where 
Sabena have put in a vast net- 
work of internal lines. Railways 
are patchy—there is a line from 
Elizabethville to the Atlantic at 
Lobito in Portuguese West Africa, 
and also one down to Rhodesia 
and South Africa, but in the 
Congo itself the line stops in the 
centre at Port Francqui, so you 
have to join up with the North 
and the West by river travel, 
which is rather slow. 


Many Rivers 


To Cross 

The roads are not too bad, but 
there are no bridges, and with 
so Many rivers to cross by ferry, 
-—_ transport is also exceedingly 
SLOW. 

Who lives in the Congo? 
About fiffy theusand Europeans 
and some _ fourteen’ million 
Africans. Most of the Europeans 

about three quarters — are 
Belgian The remainder are 
made up of many nationalities-—— 
such as the Portuguese who look 
after a good deal of the retail 
trade—British, Italian, Greek, 
French and so on. Over half the 
Europeans live in Leopoldville 
and Elizabethville. The total 
population of each province is 
surprisingly similar, each has 
about two million inhabitants. 

A great deal has been wri'ten 
and suid about the African 
women in the Congo who have 
bare breasts. The main point is, 
of course, that they feel European 
women are the immodest ones, 
and maybe they are right. 

It is essential to remember that 
there is a sharp dividing line 
between African and European 
—much more so than in East 
Africa, for example. The 
Belgians look after the Africans 
economically in a way that no 
other nation in Africa does, so 
that on the whole the Congo 
African enjoys a higher standard 
of living than Africans elsewhere. 
Politics. however. are no concern 
of any but the Belgians. 

It would be assumed, there- 
fore, that the Press should be 
fairly sharply divided into 


European and African, and so it is. 

The European Press again 
divides up into four main sections. 
In the first place there are three 
daily and one bi-weekly French 
papers which are published in 
the four main towns, and which 
circulate, in my opinion, to a 
larger extent over the provinces 
than the other newspapers. 

There are, first, Le Courrier 
D’ Afrique, published every after- 
noon in  Leopoldville, except 
Sundays. Its circulation is 
10,000, widely spread over the 
province. On Saturdays the 
edition is larger in size but the 
circulation remains the same. 

The equivalent paper in the 
province of Katanga is L’Essor 
du Congo, of Elizabethville, 
published daily except Sundays, 
with a circulation of some 6,000. 
The third is L’Echo de Stan of 
Stanleyville in the Province 
Orientale. It appears daily except 
Saturdays, and has a circulation 
of 3,000. 

Then twice a week, on Wednes- 
days and Fridays, you have for 
the provinces of Kivu and Kasai, 
and published in Costermansville, 
Centre Afrique, with a 5,000 
circulation. 

Secondly, there would seem to 
be eight important local French 
Papers, of which the first two are 


more important than the rest. 
These two could nearly be put 
in Group I, although (again in 
my opinion) they are a little more 
localised than those already 
mentioned. 

They are, first, L'Avenir 
Colonial Belge in Leopoldville, 
which is published in just the 
same way as the Courrier 
D’ Afrique—daily except Sundays 
—with a circulation of 5,000 and 
with most of its coverage in 
Leopoldville itself; and secondly, 
L’Echo du Katanga in Elizabeth- 
ville, also published daily, with 
a circulation of about 4,000. 
Then in Leopoldville there is 
another daily, Le Soir, and in 
Elizabethville the weekly 
Progrés, which claims a circu- 
lation of 2,000. 

The four remaining local 
papers published in French are 
Le Stanleyvillois published on 
Wednesdays and Saturdays in 
Stanleyville, with a circulation of 
about 1,000; L’Echo du Kivu, 
which has a similar circulation 
and is published every Friday in 
Costermansville; Kasai, which 
comes out every Saturday in the 
town of Luluabourg, and lastly, 
Le Chronique Congolaise, which 
is published in Usumbura on 
Saturdays, and which is the local 
paper of the territory of Ruanda 
Urundi. 

The third main division of the 
Press is that of the magazines in 
French, of which the most im- 
portant would seem to be the 
Congo edition of the Belgian 
weekly Pourquoi Pas. 


(Continued on page 196) 
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This issue of LIFE International 


is a perfect demonstration 


of rapidly growing Anglo-American 


publishing co-operation in the 


interests of world trade 


Or THE 40 ADVERTISERS* whose messages ap- 
pear in the January 29 issue of LIFE Inter- 
national, 14 are British—including the Fes- 
tival of Britain’s introductory advertisement 
of four pages in four colours. Never before 
has such a distinguished group of interna- 
tional advertisers presented their messages, 
in a single issue of LIFE International, to 
the highest concentration of the world’s 
most-likely-to-buy prospects made available 
by any export magazine. 

LIFE International has a paid circulation 
of over 300,000 in more than 100 countries 
(around 50,000 in the U.K.). Surveys show 
that an average copy is read by 10 people— 
making a total world-wide readership of 3 
million. And most of these readers are among 
the world’s best customers for British ex- 
porters: three out of every four are in the 
upper and upper-middle income brackets 
with 92% of them in business, government 
or one of the professions. 


To reach these much better than average 
prospects around the world is no burden on 
any appropriation. Space rates range from 

275 for an eighth page to $2795 for a full 
page in 4 colours. For full details on why 
more and more British export advertisers 
are turning to LIFE International, write to... 


ADVERTISER'S WEEKLY 


Bai 


British i 


Associated Electrical Industries 
James Buchanan & Co. Ltd. 
Dictaphone Co. Ltd. 

Dolcis Shoe Co. 

Festival of Britain 1951 

Harry Ferguson Limited 
Miles-Martin Pen Co. Ltd. 

H. Morris & Co. Ltd. 

Nuffield Exports Ltd. 

Jack Olding & Company Limited 
Philips Electrical Limited 
Rootes Group 

Singer Motors Limited 

The Standard Motor Co. Ltd. 


Continental 

Campari Export-Import Company (Italy) 
Cyma Watch Co. S. A. (Switzerland) 
Franke & Heidecke (Germany) 

Hotel du Rhone (Switzerland) 

Montres Rolex S. A. (Switzerland) 

Swiss Federation of Watch Manufacturers 


Advertisers in LIFE International’s January 29 issue 


Universal Watches (Switzerland) 
Vacheron et Constantin (Switzerland) 


American 


Allis-Chalmers Manufacturing Co. 

Burroughs Adding Machine Company 

Caterpillar Tractor Co. 

Champion Spark Plug Company 

Douglas Aircraft Company, Inc. 

International Shoe Company 

Nash Export Division, Nash-Kelvinator 
Corp. 

Pan American World Airways 

Royal Typewriter Co., Inc. 

Joseph E. Seagram & Sons Ltd. 

Socony-Vacuum Oil Company, Inc. 

Standard Brands Incorporated 

Standard Oil Company (New Jersey) 

Sylvania Electric Products Inc. 

The Electric Auto-Lite Company 

Traas World Airlines 

Hiram Walker & Sons 


Westinghouse Electric International 
Company 


International «4 pean str, ronton w.1. 
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When it concerns 


SOUTH AFRICA 


consult 


SOUTH AFRICAN 
MORNING NEWSPAPERS 


24 HOLBORN, LONDON, E.C.1 
Telephone: Holborn 4144 
* 
CAPE TIMES 

CAPE TIMES WEEK-END MAGAZINE 
NATAL MERCURY 

SOUTH AFRICAN WOMAN’S WEEKLY 
RAND DAILY MAIL 
SUNDAY EXPRESS 


HOME JOURNAL OF THE 
SUNDAY EXPRESS 


SUNDAY TIMES 


FOUNDED (SVS om ce 


to-day the most authoritative textile journal in the world 


COVERS THE WHOLE FIELD OF TEXTILE MANUFACTURE 


EMMOTT & CO LTD. 31 KING STREET WEST MANCHESTER 3 
LONDON OFFICE: 21, BEOFORD STREET W.C.2 


EXHIBITION STANDS 
DISPLAYS 
LETTERING 

POSTERS 
SERVICING 
AND STORAGE 


MERCURY | 


DISPLAYS LTD. | 


Exclusively represented by 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, $.W.1 


245 VAUXHALL BRIDGE ROAD 
VICTORIA - S.W.1 + TEL. VIC 0912-3 
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Bulletin From BETAC 


Each month the ADVERTISER’S WEEKLY is publishing a 
selection from the reports sent in to the British Export 
Trade Advertising Corporation from its overseas associates. 


EUROPE 


Belgium. A large-scale propa- 
ganda campaign to attract foreign 
as well as Belgian buyers is being 
launched for the 25th Inter- 
national Fair in Brussels from 
April 21 to May 6. 

The ninth Congress of Scien- 
tific Business Organisation will 
take place in Brussels from July 
5-11. The programme will include 
visits to factories. Information 
may be obtained from the Con- 


gress Secretary, 15, rue des 
Drapiers, Brussels. 

* * * 
Information received from 


reliable sources indicates that the 
Benelux countries are as far as 
ever from agreement on the 
planned customs union. It is 
felt that advertising and merchan- 
dising campaigns should be based 
at present on separate marketing 


schemes for Belgium and 
Holland. 
(Publicontrol). 
* * 
France. Recent market investi- 


gation shows that the French oil 
industry is increasingly looking 
to the United Kingdom for ancil- 
lary equipment of every descrip- 
tion. Advertising and marketing 
campaigns addressed to the indus- 
try should therefore find a ready 
response. 
- * . 

A new weekly supplement, Le 
Supplément Iilustré, with a 
declared circulation of 250,000 
per issue, is to be issued collec- 
tively on Sundays by 26 French 
provincial newspapers. 

* « 


The French high-class monthly 
Réalités is now publishing in 
Paris an English edition for the 
British and American markets. 

* * * 


The detergents “war” that was 
a feature of British advertising in 
1950 appears to have spread to 
France, where a new detergent 
made by a_ well-known inter- 
national firm of soap manufac- 
turers is launching a large scale 
Press and radio campaign. 
* * * 


A French advertising agency 
has been appointed by the auth- 
orities to co-ordinate and produce 
posters and window displays 
available at airports and airway 
terminals. 

(Publicis (France) Limited). 
* * 7 

Germany. A survey conducted 
by the Institute for Consumer 
Research reveals that 98 per cent 
of German adults regularly read 
daily newspapers. Further details 
disclose that: 

69 per cent read one news- 
paper 

23 per cent read two 

5 per cent read three 

| per cent read four 


43 per cent of the persons inter- 
viewed regularly read an_ illus- 
trated periodical, the details being 
as follows: 

21 per cent read one magazine 

12 per cent read two 

6 per cent read three 

3 per cent read four 

1 per cent read five. 
(Carl C, Gatler G.m.b.H.). 


AFRICA 


South Africa. A survey con- 
ducted among South African ad- 
vertising agents shows that ap- 
propriations if 1949 were allo- 
cated as follows: 

per cent 
Press (newspapers, 
magazines, etc.) ... 79 

Cinema (filmsand slides) 10- 

Radio ... : a oe 

Vehicles (trains, buses) 3:6 

Outdoor (posters, signs) 2-8 


ASIA 
Pakistan. A Government tax 
of 5 per cent has been imposed 
on all advertising in Pakistan. 
* * * 


Indonesia. A Government tax 
of 24 per cent has been imposed 
on all advertising in Indonesia as 
from January 1, 1951. 

. * 

Philippines. Reports from 
Manila indicate that the worsen- 
ing of the international situation, 
the prospect of more trade restric- 
tions and the certainty of in- 
creased taxes have depressed mar- 
kets in the Philippines, despite 
increasing demand for such 
Philippine goods as copra, sugar, 
hemp, etc. 

President Quirino, in a move 
to avert shortage of food’supplies, 
has lifted all bans on imports of 
essential commodities, notably 
foodstuffs. 

* * * 

Among new tax measures, those 
of special interest to exporters are 
a new 25 per cent tax on foreign 
exchange, the raising of the sales 
tax by an estimated $5 million 
yearly, and a graduated income 
tax of corporations. 


AMERICA 


North America. Business 
moves rapidly toward defence 
mobilisation. This means that 
many advertising and sales pro- 
motion programmes are being 
held subject to quick “strategic” 
changes. 

It looks as if advertising will 
follow the pattern set during 
World War II in its increasing 
recognition of the value of the 
printed page as a medium of com- 
munication and information be- 
tween industry and buyer. Con- 
sequently, appropriations for 
1951, especially in the industrial 
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field, are expected to top 1950. 
A considerable increase in the 
call for essential printed matter, 
catalogues, instruction manuals, 
engineering data sheets, etc., may 
also be envisaged. 

Import-export circles expect 
American exports in 1951 to fall 
below 1950 levels. American im- 
ports, especially of raw materials, 
are expected to increase sub- 
stantially. 

It is realised that this will lead 
ultimately to an increased demand 
for American goods abroad, 
which must be at least partially 
satisfied in the interests of a satis- 
factory trade balance. 

At the same time, the situa- 
tion should also permit British 
manufacturers, for example, to 
gain new trade footholds here. A 
consistent, well-planned advertis- 
ing programme is the logical 
means of consolidating such a 
position and building lasting con- 
sumer acceptance for future years. 
* * * 


A survey covering 2,392 
medium-sized American manu- 
facturers shows that 53 per cent 
spend 2 per cent or less of their 
export sales on advertising; 17 per 
cent spend 2-4 per cent and 11 per 
cent spend 4-5 per cent. 

62 per cent place their entire 
foreign advertising in the U.S. 
and only 5 per cent place it in 
foreign markets. The method 
adopted is that 52 per cent of ad- 
vertising is placed through U.S. 
agencies having no _ foreign 
branches, 8 per cent through U.S. 
agencies having foreign associates, 
12 per cent through specialised 
export advertising agencies, and 
27 per cent directly by the com- 
pany. 

Favourite media are American 
export trade and industrial maga- 
zines, which are used by 88 per 
cent of the questioned manufac- 


turers; 27 per cent use direct 
mail; 15 per cent, foreign popular 
consumer magazines; 15 per cent, 
newspapers; 12 per cent, U.S. 
popular magazines with foreign 
editions; 9 per cent, point of sale 
media; 8 per cent, radio. 
U.S. trade magazines 
considered by 64 per cent to 

yield the best results. 
(Robotham & Co.). 


SOUTH AMERICA 


In view of the shortage of im- 
ported paper and a consequent 
rise in prices, nearly all news- 
papers and magazines in Brazil 
have recently increased their 
space rates. 

They are able to obtain a cer- 
tain proportion of the paper they 
require from Brazilian mills but 
are still dependent to a consider- 
able extent on imported paper. 

(Orion Publicidade Ltd.). 
* * * 

Argentina. Advertising space 
rates have increased considerably 
within the past few months. For 
example, those for La Prensa are 
at present $50 per cm. 

Often enough it is impossible 
to obtain insertions of advertise- 
ments, owing to the restrictions 
caused by paper shortage. All 
newspapers have had to cut down 
their circulation by 20 per cent. 

* ~ * 

Owing to the deadlock in the 
meat negotiations, business with 
Britain is at present practically at 
a standstill and the outlook is 
considered to be rather gloomy. 

(Ravenscroft Advertising Ltd.). 


AUSTRALIA 


One of the chief Australian 
periodicals, Smith's Weekly, has 
recently had to suspend publica- 
tion owing to the rise of produc- 
tion costs. 


Caravans for 


je first British export 
trade exhibition ever to go 
from the home country to 
the British West Indies opened 
in Port of Spain, Trinidad, on 
January 22. It will remain in 
Port of Spain for three weeks 
and will then reopen in San 
Fernando, Trinidad, for two 
weeks. From there it will 
move overseas to Jamaica for 
a further month. 

The exhibition has _ been 
organised by the West Indies 
Buyers Guide, the only export 
journal published expressly for 
the Caribbean. 

Over £25,000 worth of British 
exports are being shown, the 
largest exhibits being four cara- 
vans and one horse box, sent out 
by A. S. Jenkinson, of Taplow. 

The SS. “Golfito” was 
chartered to carry the exhibits to 
Trinidad. Later exhibitors had 
their goods sent out by air 
freight. This exhibition is to be 
an annual event, and will be held 


the Caribbean 


on the same date each year. Im- 


port duty on British goods is 
only 114 per cent. 


Bathing costumes, 
brellas, caravans. 


goods on show. 
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IN DENMARK — 


HJEMMET takes you Home 


lf we at Hjemmet have seemed to hide our light under 
a bushel in recent years, it is because owing to the 
crippling restrictions on paper for Danish magazines, 
we have been more preoccupied with finding polite 
formulae for declining advertising orders than with 
| trying to secure them. Now that the ition has 
improved somewhat (paper is heavily taxed but we are 
allowed a little more it), we can invite British ad- 
vertisers to consider the enormous impact of Hjemmet 
with its steady, pervading influence reaching into every 
corner of the kingdom. 


“Hjemmet”’ means “the Home”, and Hjemmet is an 
intimate member of the hundreds of thousands of 
families where each week's issue lives until replaced by 
the} next one, when it is as often as not passed on to 
some other family. 


Through Hjemmet you reach about 25°, of Denmark's 
homes — for the most part the wealthier homes where 
imported goods are most appreciated. 


HJEMMET 


Denmark's leading weekly. 
Audited nett sale 298,843, Ist half year 1950. 


Exclusively represented in Great Britain by 
JOSHUA B. POWERS LTD 


14 Cockspur Street, London, S.W.! 
Telephone: WHitehall 3305/6 — 3366/7. 


For SEVEN big outlets in 
§. AFRICA ana the RHODESIAS 


1. The “Quality” 2. The Union's only 
journal of the Food monthly Footwear and 
Trades. Leather Journal. 

5. The finest Women’s 
4. Rhodesia’s Pioneer Journal in the South- 
Trade Journal. ern Hemisphere. 


— =" 7. The South 
eter 
ROOD) 


African Textile 
Te eeee ee eeee 4 


3. The national organ 
of the Hotel, Catering 
and Liquor Trades. 

6. Complete coverage 
for the Union's Fur- 
nishing Trades. 


Trade Journal. 
Know and 
use these 
BIG 
SEVEN 


Send for rates 
and particulars 


weal 
~ \ealtet 


South African Journals Ltd. 


40 Norfolk Street, Swand, London, W.C.2. Phone: Temple Bar 8691 
Sunlight House, Quay Street, Manchester, 3 Phone: Blackfriars 3169 
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ADVERTISER'S WEEKLY 
AHLEN & AKERLUNDS FORLAG 
COVER SWEDEN 


A&A 


In Sweden A & A magazines have 

a combined net sale of 1,674,994 

copies—77 %, of the total number 
of homes (2,174,379) 


LONDON OFFICE 


FRANK L.CRANE 


69 FLEET ST. £.C.4. PHONE: CEN.2811 


PRINTING 


AT ITS BEST 


We specialise in the quality production of 
Price Lists, Catalogues, Brochures, Advertising 
Leaflets, High-class Colour Half-tone Work, etc. 


FOX PRINTING PRESS 
TYPOS HOUSE, MAYBANK ROAD, LONDON, E.18 
Telephone : BUCkhurst 1252 


r 
“For Greater London &Surrey Campaigns” 


Croydon 
Cimes 


SERIES 


104 HIGH ST., CROYDON Tel. Croydon 3434 
- 


‘ 


CTa 


POSTER SITES 
BULLETINS 


Serving — and 
Stimulating — the 
Public Interest 
PADDINGTON ADVERTISING COMPANY. 


H. E. ORME LTD. 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


GIANT ENLARGEMENTS 
up to 80 8q. ft. in one piece 

The Autotype Co. Ltd. Brownlow Rd. 
London, W.13 "Phone: EALing 269! 
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FOREIGN TRADE PRESS PUTS 
BRAKE ON U.K. ADS. 


ECENT developments 

seem to indicate that an 

added burden is likely to 
be placed on British exporters 
by the exclusion of British ad- 
vertisements from the appro- 
priate trade journals in Certain 
overseas markets. 

Sometimes the movement 
appears to have been instigated 
by trade associations, whose 
members are becoming increas- 
ingly aware, and chary, of the 
inroads British exporters have 
made into their trade in certain 
commodities. ; y 

Textiles are a case in point. 
Recently, a French trade journal 
for consumer goods laid down 
that, in conformity with a re- 
quest from L’Union des Indus- 
tries Textiles, it would not in 
future accept advertisements for 
any products competitive with 
those produced by the French 
weaving industry. 

A Danish textile trade journal 
adopted a similar if slightly more 
restrained attitude by laying 
down that advertisements from 
British firms can be accepted only 
if the firm in question is already 
represented in Denmark. 


Many Firms 
Like To Test Market 


However desirable it may be to 
appoint a resident agent before 
advertising begins, the fact re- 
mains that many British firms like 
to make a preliminary test of the 
market in trade circles before 
branching out into a full-scale 
advertising and marketing cam- 
paign. The formalities, time and 
expense involved in appointing an 
agent in order to gain permission 
to use particular trade advertis- 
ing media seem rather pointless 
if ultimately it is proved that the 
market (or the goods) is unsuit- 
able. 

Admittedly, some purist will 
immediately say, “Ah, but that is 
where your market research 
comes in!” 

All very well for the large firm, 
but correct marketing procedure 
or not, to many small exporters 
a short preliminary series of trade 
advertisements actually is the 
quickest and cheapest form of 
market research to get some basic 
idea of trends and demands for 
their own goods in a market. 

Agency appointments, distribu- 
tion methods and other necessary 
formalities to ensure efficient 
marketing can follow after the 
receptivity of the trade has been 
tested. 

It might well be that this argu- 
ment falls down on goods with a 
strong domestic appeal. but it 
certainly applies to a wide variety 
of commodities such as textiles, 
machinery, chemicals, electrical 
equipment, etc., and might work 


**A movement which, if 
allowed to proceed un- 
checked, may jeopardise 
exporters’ chances in a 
wide variety of trades and 
industries.”’ 

This is how our con- 
tributor, E. A. TOON, 
D.A.A., Advertisement 
Director, John Worrall 
Ltd., Oldham, describes 
the ban on British adver- 
tisements which has been 
imposed in certain trade 
journals overseas. 


equally well with general domes- 
tic articles such as hardware, 
sports goods, toys, if not to goods 
of a more personal nature such 
as cosmetics, toilet accessories, 
and anything into which fashion 
or other individual buying factors 
enter. 

The advertising ban in the case 
of the first journal cited appears 
to be absolute, and it is not even 
clear whether an agent resident in 
France would be allowed to spon- 
sor advertising which mentioned 
branded (or even unbranded) 
British goods. 

If not, to what rey can the 
agent operate with the handicap 
of being unable to advertise 
simultaneously alongside other 
agents and distributors handling 
home-produced lines? 

This is a movement which, if 
allowed to proceed unchecked, 
may jeopardise exporters’ chances 
in a wide variety of trades and in- 
dustries. To the British exporter 
it represents an unfair and un- 
justifiable restriction | on his 
ability to trade; to the buyer in 
the overseas market it stifles com- 
petition and denies to him the 
opportunity of comparing quality 
standards and prices. 


Whose Is The 
Responsibility ? 

Whose job is it to take up the 
cudgels on behalf of British in- 
dustry—the Board of Trade’s Ex- 

tt Promotion Department; the 

deration of British Industries; 
the Chamber of Commerce; the 
1S.B.A.; or even, through the 
appropriate international autho- 
rity, the unions representing the 
organised labour which makes 
the goods in Britain? 

Let them all have a go. 

Healthy competition benefits 
the buyer and, ultimately, the 
whole fieid of world trade and 
commerce, in which advertising 
has its primary part to play in 
ensuring efficient distribution and 
marketing. 
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BOOST YOUR SALES 


with 


Paramount 
preamioms 


EGG SEPARATOR 
Simply tilt—and  ege- 
white pours away 
through slot, leaving 
yolk behind. Perfect 
premium for food pro- 
ducts. 


DETECTIVE CLUB BADGE 
Moulded in any 
colours, to your design. 
Children love them— 
ideal for breakfast 
foods, soft drinks, etc. 


MILK BOTTLE TOPS 
Fits firmly on standard 
bottle, keeps milk 
clean, prevents spilling. 
Suitable offer for all 
kitchen products. 


Moulded like jet 
Plane, give genuine 
magnification. One 
of many plastic 
toys available as 
Premiums. 


Write or phone today, or ask our representative to call 


PARAMOUNT pauastic propucts trp. 


Win new customers. . . sell more 
to old ones—with these clever, 
low-priced plastic premiums. 
Every one a proved success, in 
British or American markets. 
Par plastic pr i will 
help to put your product into 
more homes—and keep your com- 

titors out. Prepare now for 
pring and Summer campaigns— 
get in touch with Paramount now! 


OUR IDEAS—OR YOURS*U~*'V-"'v-7 


, 
Choose from our range— , 
or design your own. 
Either way, you're certain $ 
of the lowest quotation, 4 
quickest delivery, 
plete satisfaction. 5 
5 


com- 


(15 
PARAMOUNT 
eer 


36 Hawthorn Grove, Penge, London, $.E.20. "Phone: S¥YDenham 5993 


Take the short. 
easy route 


to 
COLOUR 
SEPARATION 


‘ 


% 


CUT days off blockmaking time 
for colour line blocks by using 
Kodatrace. Simply prepare a 
Kodatracing of each colour required. 
The register will be perfect, and 
only straightforward line blocks 
are then necessary. 

Blockmakers prefer this modern 
method and ywu save money. 

One studio saved £18. 10. Od. on a 
set of four-colour line blocks 

for a magazine cover. 

Use Kodatrace also for super- 
imposed lettering, line reversals, 
line drawings from photographs, 
retouching, silk-screen negatives 


A KODAK “PRODUCT 


Kodat 


THE MODERN TRACING FILM 


Supplied in 30° & 40° widths in rolls of 20 yards and half rolls of 10 yards. 


Sole Distributors : HCSlorm 
CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. Tel: HOL. 6086 


ADVERTISER'S WEEKLY 


For all we know, there may be some very 
good reason why you want your name kept out of the 
way. On the other hand, many people have taken our advice 
about ‘signature’ papers with good effect. For them we have 
designed and printed individual box papers, carrying their 
name, their monogram or some special device. Symbols that 
provide your faith in the goods you have to sell and thus 
inspire distributors to handle them with confidence and, 
equally important, provide brand recognition to the ultimate 
buyer. 

The cost is not high, and reprints come very reasonably 
because the cost of the blocks is covered in the initial order. 


SANDERSON 


make 


‘Signature’ papers 


32/53 BERNERS STREET, LONDON, W.1 
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FOR OIL COLOURS 
WATER 
POSTER COLOURS 


GEORGE ROWNEY & CO LTD 


10 PERCY STREET * LONDON * WI 


Est. 1908 Phone : Hol. 8641/2 


87/93 LAMBS CONDUIT ST., W.C.1 


Directors : 


George Miall, Arthur Lambert, Percy Millward | 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


SIGNS 


fvERY OESCRIFTION 


SUPPLY + ERECTION RENOVATION 

REGINA Stuies (SIGNS & DISPLAYS) LTD 
TOM ROAD, HANWELL W.?. 

(44 8908. 


rac 


FOR QUALITY 
SILK SCREEN PRINTING 


MODERN 
PUBLICITY SERVICE 
39 WEST HILL, WANDSWORTH, S.W.18 
Phone VANdyke 6667 


COLOURS | 


A 
Complete 


DIRECT 
MAIL 
SERVICE 
for 
Advertisers 
and their 
Agents 


| 
your campaign is directed 
to the general public 
IF you wish to approach 
selected groups of 
| consumers 


particular trade group 

you must mail to any or 
several kinds of industrial 
concerns 

you need any or all of the 
services connected with 
direct mail 
abroad (Facsimile letters, 
addressing, enclosing and 
mailing etc., offset-litho 
printing) 

YOU WILL NEED 


SIMMONDS 


(POSTAL PUBLICITY) LTD 


82-84 PECKHAM RYE 
LONDON SEI5 
Telephone : NEW CROSS 554! 


Together with our associate company 


SIMMONDS PRINTERS LTD 


LF you want to contact any | 


at home or | 


| OUST EXPORT MARKETING 


GOOD SCOPE FOR ADVERTISERS 


Feeruary |, 1951 


_IN BELGIAN CONGO 


In Belgium Pourquoi Pas has a 
special and strong hold on the 
affections of the Belgian people. 
After the war it was found that 
there was a good demand for :t 
in the Congo, and in order that 
it should be both topical and yet 
not expensive a special Congo 
edition is now printed each week 
in Leopoldville from matrices 
flown out from Brussels. Local 
news is added and the advertis:- 
ments are only for the Congo. 
Circulation is 6,000. 

Next is the weekly Croix du 
Congo, published on Sundays in 
Leopoldville, with a circulation 
of 6,000, but a claimed readership 
of 13,000, because of its popu- 
larity with African clerks who 
can speak French. 


Two Monthly 

Magazines 

There are two monthly maga- 
zines La Voix du Congolais ‘n 

| Leopoldville, and Le Congo 

Illustré in Elizabethville, both 
| having circulations of about 5,000 
| and both being read by Africans 
as well as Europeans. And in 
Brussels there is published the 
| weekly Revue Coloniale Belge, 
| which has a Belgian readership in 

the Congo. 

It should be noted that there 
are also a great many magazines 
—probably over one hundred— 
both weekly and monthly, which 
are published by clubs, societies, 
and so on. For example, there is 
one for members of the armed 
forces. Their circulations are 
limited to their membership and 

| are not important from an adver- 
| tising point of view. 

One must also remember that 
Belgian papers and magazines are 
not greatly read in the Congo. If 
they were sent out by air they 
would be expensive, and if they 
came by sea, they would be very 
out of date by the time they 
arrived. Looking in stationers’ 
shops in Leopoldville, I was 
struck by the comparative absence 
of any foreign publications, even 
from Brussels. 

Fourthly, there are the African 
| publications, printed in one or 
| more of the African languages. 

and with a purely African reader- 
ship. On the whole they have 
good circulations and for appeal- 
ing purely to the African they are 
excellent media. 

The most important, to my 
mind, are these five. The monthly 
Hodi is printed in Kiswahili, and 
has a circulation of 17.000. The 
fortnightly Nsango Yabisu cir- 

| culates among the African mili- 
| tary camps, and is a kind of 
official paper for the native forces. 

(In these camps the wives and 
| children of the soldiers also live.) 
| Thirdly, there is the monthly 


(Continued from page 190) 


Nos Images, which comes out in 
five different languages, including 
Kiswahili and Lingala. In this 
latter language is the fortnightly 
Konyu-ya-Sika, with a circulation 
of 6,000 and a rich African 
readership. Finally | would men- 
tion Kinyamatek, which is pub- 
lished monthly in Kinyaruanda 
and has the high circulation of 
over 15,000. 

Advertisements in the Congo 
Press must be kept simple. Line 
or scraper drawings and short, 
easy to read copy are preferable. 
The product itself should always 
be shown, as the Congo African 
will buy largely on appearance. 

Outside the Press, the other ad- 
vertising media are not very well 
developed. There are cinema 
slides, which are well liked and, 
particularly for local needs, well 
worth using. Direct mail is little 
used, but catalogues and leaflets 
are valuable, and more could 
usefully be done in this line. 
Display material is not often used. 
Shops have not the same kind of 
appearance as we know, and the 
product is generally displayed in- 
side on long counters, because 
there are few shops with windows. 
Calendars are popular and so are 
novelties of all kinds. Posters 
are seldom seen outside the large 
towns and there is fairly strict 
control over sites. 

Don't forget that Treasury per- 
mission must be obtained to ad- 
vertise in this country. 

Finally, I should mention that 
there are two advertising agen- 
cies, one in Elizabethville, which 
is particularly used by the South 
African agencies, and a new one 
in Leopoldville. 

You may feel that the Congo is 
a primitive country after all this. 
It is, in one way, and you really 
feel that the phrase “Darkest 
Africa” has some meaning while 
you are there. At the same time 
it is a wealthy country and the 
Europeans earn well and can 
afford the best in consumer goods. 

It is a market which should not 
be neglected. 


African Press Annual 


HE second number of African 


Press and Advertising 
Annual, dated 1950, is more 
comprehensive and easier of 


reference than the 1949 volume. 
It constitutes a complete Press 
guide of African publications with 
advertisement rates and mechani- 
cal data, and provides up-to-date 
information on African territories 
from the Cape to Cairo. 

All forms of advertising are 
covered, including Press, filmlet, 
slides, posters and radio. A 
“Who's Who in Advertising and 
the Press” is included. 
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These beautiful Posies, m 
real Suede in a charming r: 
colours and designs were mi 
sell at approximately Four G 
per doz. We have 

entire bankrupt stoc 

make this wonderful Xmas 
In 10/- boxes of 1 Dozen. 


Pp 
Packing 9d.) and 5/ Out ° 
acki ing 6 Cash no returne 


c i 
Superbly finished with strongly 
wire stems 


Money refunded if not 
satisfied, 
Geo. HACKETT & Co. L 
80-81, Alpha Rd., Surbiton, Sarr 


—** 4,200 orders from this 
small advertisement ”’ 
—‘‘type of customer 
is extremely high”’ 
—further proof of 
“PLUS” PULLING POWER 
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GORDON CROCKER LTD. 


2 WRIGHT’S LANE. KENSINGTON HIGH STREET. W.8.6 ‘PHONE: WESTERN 2336 
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COMMERCIAL BROADCASTING -OVERSEAS 


Rapid Progress 


O 


Springbok Radio 


By the time it is one year old, Springbok Radio will, it is 

expected, give sponsors coverage of the whole of the Union. 

Here DAVID HART, Managing Director, Grant Advertising 

(Pty.) Ltd., describes the remarkable progress made since its 

inauguration last May by this commercial service of the 
South African Broadcasting Corporation. 


INCE its inauguration on 

May | last year Springbok 

Radio, the commercial ser- 
vice of the South African 
Broadcasting Corporation, has 
achieved a considerably higher 
listenership than the “A” (non- 
commercial English) and “B” 
(non-commercial Afrikaans) 
programmes in areas covered 
by the Transvaal transmitters. 

To-day, air time for spots has 
been fully taken up and pro- 
gramme channels are virtually 
sold out. And there is a long 
waiting list for air time. 

Who uses Springbok Radio? 
With very few exceptions, *C” 
programme sponsors are adver- 
tisers with national distribution: 
Colgate - Palmolive - Peet, Coca- 
Cola, Lever Brothers, etc, Sur- 
prisingly, among advertisers not 
in at the start were the cigarette 
and petroleum companies, 

Almost all major programmes 
broadcast over Springbok Radio 
are overseas material. According 
to a recent S.A.B.C. report, two- 
thirds of the material is pro- 
duced or packaged locally but 
this does not take into account 
the fact that a considerable 
proportion of this “two-thirds” 
consists of overseas material 
linked by local continuity. 

Experience since last May has 
shown that the extra expense of 
ambitious live shows cannot be 
justified by the increase in 
listenership. Radio programmes 
in the United States must battle 
for listenership againkt dozens 
of competing programmes, and 
American radio audience poten- 
tials are tremendous; neither of 
these factors exists in South 


Africa. Provided that they are 
suitable in content, packaged 
shows are proving to be an 


economical and satisfactory 
answer. 

For this reason, advertising 
agencies here are drawing heavily 
on available top - standard 
Australian and United Kingdom 
material—which is certainly not 
in unlimited supply—and “bottom 
of the basket” conditions are at 

resent uncomfortably close. 
mportations from America are 


practically at a standstill because 
of the dollar situation. 

The necessity to cut the suit 
according to the cloth has com- 
pelled agencies and _ radio 
programme producing companies 
here to revise their thinking 
along less ambitious lines, and 
much ingenuity is being shown. 
Nevertheless, the difficulties 
associated with local production 
(production cost per programme, 
lack of outstanding radio scripts 
and exper.enced commercial radio 
personalities, etc.) are undoubtedly 
resulting in a degree of similarity 
of programme content § and 
format. 

It is not difficult to appreciate 
why advertising agencies in the 
Union are constantly faced with 
the problem of production cost 
per programme when it is realised 
that the white population of 
South Africa (the only sponsored 
rad‘o potential any advertiser can 
consider at present) is only 
2,500,000, 60 per cent of which 
is Afrikaans-speaking. 

Compared with America’s 
75,000,000 receiving sets, and 
the United Kingdom's 11,837,,00 
wireless licences, bilingual South 
Africa's 549,983 wireless licences 
constitute a restricted potential, 
even allowing for the fact that 
the South African listener 
requires only one licence for two 
receiving sets. 

The comparative smallness of 
South Africa’s consumer market 
militates against the establish- 
ment of two separate S.A.B.C. 
commercial radio services, one in 
English, and the other in 
Afrikaans, although the existence 
of a service per language would 
solve many problems. 


Seventy Per Cent 


Musical 
A day-by-day analysis of 
Springbok Radio programmes 


shows that musical material takes 
just over 70 per cent of air time 
(80 hours weekly out of a total 
of 1134 hours); dramas account 
for 17} hours; feature and 
interest programmes 64 hours 
each; variety 3 hours weekly. 
Popularity polls indicate that 


Broadcasting House, Johannesburg, headquarters of the South African 
Broadcasting Corporation, whose “C” programme—otherwise known 


as Springbok Radio—is commercial. 


(Photograph by courtesy of the 


State Information Office.) 


the South African listener prefers 
musicals, “cliff - hangers,” and 
“soap operas” to variety. Many 
consider this to be due to the 
Union's paucity of live variety. 

The South African public has 
not had the opportunity of 
acquiring a taste for the lush 
live fare traditionally enjoyed in 
Britain. 

Apart from spot channels, 
week-day listening has resolved 
itself into a regular pattern of 
quarter-hours until peak listening 
time (from around 7 p.m. to 


8.45 p.m.), when _ half-hour 
features take the air. i 
After peak listening time, 


quarter hours are resumed until 
close-down. “Radio Playhouse” 
sponsored by Coca-Cola, and 
“Lux Radio Theatre” are the only 
features of longer duration than 
half-an-hour heard over Spring- 
bok Radio, except for an occa- 
sional eye - witness sports 
commentary. 

With many of their growing 
pains behind them, the S.A.B.C. 
have now established a standard 
technical test for the recording 
quality of all disc material 
supplied for broadcast. And 
with turnover turning over nicely, 
advertisement copy is being 
subjected to increasingly stringent 
scrutiny before acceptance for 
broadcast. 

Springbok Radio does not yet 


offer fully effective national 
coverage. It is expected that this 
will have been achieved on 


Springbok Radio's first birthday, 
by which time the present 
Transvaal, Natal, Bloemfontein, 
Port Elizabeth and Grahamstown 
transmitters will have been aug- 
mented by Cape Town. 

No other broadcasting autho- 
rity in the world has developed 
a national network from scratch 
in so short a time; it will use 
nearly 2,000 miles of landlines. 

What of Lourenco Marques? 
South Africa's only source of 
commercial radio entertainment 
until the advent of Springbok 
Radio, Lourenco Marques still 


enjoys the exclusive advantage of 
complete national coverage, with 
Rhodesian and South West 
African listenership added to its 
Union-wide radio audience. 

With twenty years of com- 
mercial radio experience behind 
them, the commercia! managers 
for Lourenco Marques Radio are 
confident in retaining their share 
of South African urban and rural 
listenership. 

One thing is certain: adver- 
tisers, agencies, listeners, and the 
S.A.B.C. themselves, are agreed 
that competition is good for every- 
one. Perhaps the recent lifting of 
the newspaper ban prohibiting 
Press advertisers from referring to 
their radio programmes indicates 
that the Press is beginning to 
appreciate this too. 

When the figures for cost-per- 
thousand - listeners to both 
Springbok Radio and Lourenco 
Marques settle down into reliable 
Shape, agencies here will enjoy 
a clearer guide to media selection 
than is at present available. 

Springbok Radio is exclusively 
represented in the U.K. and 
Europe by Overseas Rediffusion 
Ltd., London. 


* PICCADILLY PETE” 


AKE sure your announcer’s 
voice and accent are right. 
This point should be borne in 
mind when considering  pro- 
grammes for overseas territories. 
On a recent visit to the West 
Indies, says Ronald Perks, of 
Overseas Rediffusion Ltd., I con- 
firmed the fact that the typically 
British voice was not at all 
popular. 

In fact, in one Colony the 
recorded announcements of one 
British advertiser are now pre- 
faced by the announcement, 
“Here comes Piccadilly Pete.” 

This has given considerable 
impetus to the sales message and 
has made this voice acceptable iv 
an audience in whom it had pre- 
viously created nothing but anti- 
pathy. 
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MANY young designers have 
had reason to be grateful to 
J. H. Richardson, who has 
now retired from the position 


of Post 
Office con- 
troller of 
public ity. 
“Good de- 
signs pay 
best in the 
long run” he 
maintains, 
and he has 
lived up to 
that belief. 
Richa rd - 
son has been 
associated 
with Post 
Office publi- 
city since its 
beginnings in 1920's. He designed 
the first P.O. colour poster and 
also the first folder advertising the 
use of the trunk telephone service. 
Working under Sir Stephen 
Tallents. he produced a huge 
range of booklets and leaflets ia 
connection with the three main 
campaigns of 1934 and onwards; 
telephones, cheaper telegrams. 
and cheaper parcel post; and he 
has also been responsible for the 


J. H. Richardson 


Mainly Personal— 


By CONTACT 


bulk of the greetings telegrams 
before and after the war, and of 
Post Office posters. 

In 1945 he launched the Post 
Office Magazine as a two-colour 
journal, and three years ago he 
started the Post Office Telecom- 
munications Journal. 

In the New Years Honours List 
he received an O.B.E. 

* oa * 


A. W. BURNETT has lost no 
time in announcing the adjust- 
ments in Amalgamated Press ad- 
vertisement personnel following 
his Own promotion to the position 
of advertisement director. Details 
are given elsewhere in this issue. 

Most of the six men concerned 
have been with A.P. for many 
years. E. C. Jakeman, now 
Burnett’s personal assistant, had 
long been associated with Charles 
Mander. E. G. Tyler—an A.P. 
man since before the first world 
war—has been senior representa- 
tive under Burnett for ten years; 
he is a member of the Publicity 
Club of London. 

E. G. Baxter now takes over 
the important group of women’s 
publications hitherto controlled 
by Burnett. ' 

A. H. Adams entered Fleet 


200 


Full Order Books 


After a year in which Sunderland's ship- 
building output reached its highest level 


for three years, to-day the eight 


yards 
on the Wear are in the happy position NDERLAND 
of having enough work on hand to ensure 


continuity of employment for at least 


two years 


A survey of the industrial prospects for 
1951 shows that craftsmen will be busier 
with ships, power plant and metal work 


Messrs. Richardsons, Westgarth and Co., 
have in hand the largest volume of work 
in the Company's history — £10,000,000 


worth and employment for 2,000 work- 
people — the highest figure since the 


peak of the war years. 


The 


| 
to many more agencies than at 
Sunderland Echo ™: 
| 


and 


Northern Daily 


WEST HARTLEPOOL 


COMBINED CIRCULATION 


113,000 


PROVIDE THE MOST EFFECTIVE MEDIA 
FOR ADVERTISERS TO MAINTAIN A 
FULL ORDER BOOK ON THE 
NORTH-EAST COAST 


LONDON OFFICE: 85 FLEET ST., E.C.4 


Telephone : CENtral 2845 


Members of the Audit Bureau of Circulations since 1932 


HARTLEPOOLS 


Street in 1922 and after a number 
of years on the agency side, 
joined Amalgamated Press follow- 
ing a period with the Daily 
Mirror and Northcliffe News- 
papers. He was chief representa- 
tive to the late W. B. Robertson 
and has been advertisement man- 
ager of the five publications 
named, for ten years. 

/, N. Roberts began his ad- 
verlising experience with the 
Daily Herald and moved to the 
periodical field, first to Nash's 
Magazine and then to Every- 
body's Weekly, of which he was 
advertisement manager. 

E. Barry Briggs has had long 
and varied advertising experience. 
Formerly on the staff of G. S. 
Royds Ltd., and W. S. Crawford 
Ltd., and with six years advertis- 
ing agency experience in the 
United States, he joined Weldons 
Ltd. as advertisement manager in 
1929. He is a vice-president of 
the Publicity Club of London. 


* * * 


CONSIDERING that it was 
spent all with one organisation, the 
commercial experience acquired 
by E. E. Beckwith could hardly 
have been better as a preparation 
for his new job of development 
officer to the British Exoort 
Trade Advertising Corporation. 

He was export sales director 
of the AutoStrop Safety Razor 
Company when it merged some 
twenty years ago with Gillette 
to become Gillette Industries, of 
which he was appointed export 
sales manager with a seat on the 
board. 

It was thanks to starting his 
career in the Hamburg office of 
AutoStrop in 1913 that he was 
caught by the Germans in 
November 1914 and spent the 
World War One years as a 
civilian prisoner in notorious 
Ruhleben. 

After that war, his knowledge 
of languages sent him to the 
Continent again. Altogether he 
represented his firm in more than 
fifty countries and has been 
round the world half-a-dozen 
times. 

Although Betac’s business has 
already increased. considerably 
since its reorganisation with the 
help of Crawford’s, Beckwith is 
convinced that it has the 
resources to give help and advice 


* * * 


“APT ALLITERATION’S artful 
aid” was the phrase that came to 


en : : . 
Mai. my mind when I was discussing 
| hobbies the other day with 


Mervyn Jude, publicity manager 
of British Industrial Plastics. His 
include painting, poetry, pottery 

and parachuting. Pottery is a 
comparatively recent enthusiasm, 

ut as some of his poetry has 
been published and his paintings 
exhibited one has a feeling that 
his pottery. also, cannot be 
devoid of merit. 

Parachuting is, of course, a 
legacy of the war, in which Jude 
had a not uneventful time. He 
was in the R.A.. spent three years 
in the Middle East, took part in 

| the invasion of Europe, and was 
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also in Norway. He was a mem- 
ber of an airborne division and is 
now with an airborne unit as a 
Territorial Officer. 

As a youth Jude studied in an 
art school. 
He _ gravit- 
ated into ad- 
vertising 
some 18 
years ago in 


the art de- 
partment of 
J. Walter 


T h ompson. 
Since then 
he has been 
always on 
the advertis- 
ing side—in 
book  pub- 
lishing, con- 
sultancy, in 
a South African agency, assistant 
advertising manager with Austin 
Reed, advertising manager of 
British Cellophane, sales manager 
of Federated Sales, senior account 
executive with Armstrong 
Warden, and, for the past three 
years, with British Industrial 
Plastics. Inasmuch as the com- 
panies in the B.I.P. group pro- 
duce a wide variety of products 
-material, tools, presses, and 
mouldings—it can be imagined 
that the job of advertising them 
to the technical and lay public is 
not without variety and interest. 
Jude is on the advertising com- 
mittee of the Plastics Federation 
and the Incorporated Advertising 
Managers’ Association sub-com- 
mittee on technical advertising. 


* * . 


SEVERAL former members of 
ADVERTISER'S WEEKLY staff have 
risen to eminence in the publish- 
ing or advertising business, but 
none, so far as | know, has yet 
been admitted to London’s hall 
of fame (or infamy!), Madame 
Tussaud’s. Soon this will not 
hold good, for the honour, | 
read, is coming to’ Richard 
Dimbleby, by virtue of his well- 
deserved popularity as a B.B.C. 
commentator. Dimbleby, who at 
one time was news editor of this 
journal, is to be on exhibition 
shortly, I understand. 

Present members of the staff 
have little hopes of qualifying for 
a like distinction, unless, of 
course, by committing some 
horrid crime, they earn a place 
for their effigies in the Chamber 
of Horrors! 


M. W. Jude 


WEEKS WISECRACK 


“There’s one good thing 
about this shortage of 
cans—our contact men 
will have fewer to carry 
back.” 
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NORTHWAYS - LONDON NW3 


The Greatest 
Studio Organization 
in the Country 
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CURRENT ADVERTISING 


Hudnut Feature Colour Stability 


Of 


Powder: Vera Sings For Horlicks 


Introduction of a _ face 
powder which does not darken 
on the skin after application 
is the feature of an extensive 
new campaiga to be launched 
shortly by Richard Hudnut Ltd., 
makers ot Three Flowers powder. 
The firm has perfected a formula 
which produces a powder un- 
affected by skin secretions which 
is known as “top-tone” shade 
control. Top-tone advertising 
will appear in Woman and 
Woman's Own (four half and 
four quarter pages * each); 
Woman's Weekly (nine }-pages); 
Woman's Illustrated (nine 
4-pages); Home Notes and Home 
Chat (ten }-pages each); and 
eight }-pages in Woman and 
Beauty, Woman and Home, My 
Home, Modern Woman, Every- 
woman, Weldon's Ladies Journal, 
Woman's Journal, Good House- 
keeping. Eight 8-inch doubles 
are booked in Glasgow Bulletin, 
Glasgow Daily Record, Dundee 
Thomson's Weekly News, Belfast 
Evening Telegraph and Belfast 
Newslett@r. Three display pieces, 
one a leaflet dispenser, are being 
distributed to dealers. Agents: 
G. S. Royds Ltd. 

NEW ACCOUNTS 

To George J. Smith & Co. 
Ltd.: Pegasus (Textiles) Ltd., 
manufacturers of men’s shirts, 
hose, underwear, etc., who have 
never before advertised to the 
general public. The campaign 
begins this month with doub!le- 
page spreads and full pages in 
Men's Wear and The Outfitter, 
followed by regular 2-in. doubles 
in Evening Standard, The Star, 
and the Daily Mirror. Roof 
cards and posters are being used 
in the London Underground and 
on buses. Main features of the 
campaigi is the Pegasus trade 
mark, the flying horse, which 
appears on all merchandise. 
Packaging and display material 
are being redesigred to fit in with 
the scheme 

To Technical and General 
Advertising Agency Ltd.: German 
Industres Far. Hanover. Cam- 
paiga in this country in nationals 
and trade Press. 

To G. Street & Co. Ltd: 
Farnborough Engineering Co. 
Ltd.. makers of Tranco valves. 
Motor trade and technical Press. 

To Donald Macdonald (Adver- 
tising) Ltd.: Dignus Ltd., manu- 
facturers of roofing tiles. Space 
is being booked in architectural 
and building papers. 

To Glovers Advertising Ltd.: 
M. Wisevart Ltd. Campaigy is 
being booked in London subur- 
ban papers. 


ACCOUNTS MOVING 


To Armstrong-Warden  Ltd.: 
Fishpools Lid., furniture and 
household stores of Waltham 
Cross. Campaign in local papers 


in Hertfordshire and surrounding 
districts. 

lo Broadway Advertising Ser- 
vice Ltd.: Machine tools division 
of Kerry’s (Great Britain) Ltd. 
and associated companies. 


NEW_CAMPAIGNS 


For Crompton lighting equip- 
ment in nationals, magazines, 
trade Press, supported by a Tech- 
n color cartoon film which will be 
shown in 557 cinemas throughout 
the country. Window displays 
and showcard material has been 
desigaed to tie in with the new 
campaign. Agents: S. H, Benson 
Ltd. 

For Horlicks, a new radio 
programme over Radio Luxem- 
bourg at 9.30 p.m. on Sundays, 
starting on February 11. The 
programme features Vera Lynn, 
who was acclaimed “Sweetheart 
of the Forces” during the war. 
At the end of the programme, 
and completely divorced from it, 
a spot commercal is added, 
extolling the virtues of Airwick, 
which is made and distributed ‘n 
this country by Horlicks Ltd. 
The first two half-hour shows 
were recorded before an invited 
audience at the Fortune Theatre, 
London, on Sunday. Agents: 
J. Walter Thompson Co. 

For Esso petroleum, a 
reminder camnaig’ is due to open 
shortly in the national Press, 
provincials, selected general 
interest magazines. and motoring 
and motor trade Press. A cam- 
paign in similar media for Esso- 
lube has already started. Both 
schemes are for the whole year. 
Agents: McCann-Erickson Adver- 
tising Ltd. 

For Shell petrol. featuring the 
ditty: “Many an owner talks all 
day about his Vauxhall. His 
pride will be unendurable when 
Shell is procurable.” Snace has 
been booked in motoring and 
meter trade Press Agents: 
Colman, Prentis & Varley Ltd. 

For Jenson & Nicholson Ltd., 
in trade Press to introduce Rob- 
bialac synthetic finish lacauer, 
which has been made available 
to ironmorgers. hardwaremen and 
paint dealers in 4. 4. and 4-pint 
tins. No details of consumer ad- 
vertising have been released. 
Agents: Alfred Pemberton Ltd. 

For Chablis Moutonne white 
bureundy imported by J. R. 
Parkington & Co. Ltd., svecial 
cammiign in selected “class” 
periodicals and The Times linked 
with famous London oyster bars. 
Agents: Greenly’s Ltd. 

For Afrikander Bright tobacco. 
in selected national dailies and 
Sundays, and London evenings. 

For Imperial Life of Canada 
Assurance Co., in London even- 
ings and Radio Times.—For 
Svillers Albatross flour, 4-in. 
doubles in provincial dailies and 
weeklies in selected areas.—For 


Torquay Corporation, in resort 
features in national! dailies and 
Sundays, selected provincials and 
magazines—For Bamag _Ltd., 
chemical engineers, in selected 
trade journals covering chemical 
food and allied industries at 
home and overseas.—For Dussek 
Bros. & Co. Ltd.. trade paper 
advertising to builders’ mer- 
chants, paint manufacturers and 
electrical field. — For Non- 
Ferrous Die-Casting Co. Ltd., 
trade advertising in general and 
electrical engineering journals. 
Agents: Armstrong-Warden Ltd. 

For the National Packaging 
Exhibition which opened at 
Olympia on Tuesday, in selected 
nationals, London evenings, pro- 
vincial mornings, trade Press, 
and posters on London under- 
ground and provincial railway 
sites. Agents: Spottiswoode, 
Dixon & Hunting Ltd. 

For London Pr.de Ltd., manu- 
facturers of London Pride 
blouses, full, pages in selected 
media, including Vogue and 
Harper's Bazaar, to announce 
spring and summer _iines. 
Similar spaces have also been 
taken in Fashions and Fabrics. 
Agents: Dudley Turner & Vincent 
Ltd. 

For Lastex Yarn and Lactron 
Thread Ltd., associate company 
of Dunlop Rubber Co., an eight- 
page insert pinned into the 
centre spread of the Drapers 
Record eaturing swimming 
costumes made of Lastex Yarn. 
Brands featured are Jantzen, 
Capstan, du Cros,  Eileen’s 
Things, Holyrood, Janet Dickin- 
son, Martin White, Meridian 
Clingknit. Modle Modes, Morley, 
Peter Pan, Slix, Trulo, and Wind- 
sor Water Wear. Half a page is 
devoted to each brand and the 
supplement is in full colour. 
Agents for Lastex are Charles F. 
Hignam Ltd. 

For Elastoplast and Water- 
proof Elastoplast in nationals and 
magazines; for other products of 
T. J. Smith & Nephew, in medical 


moe three 
flowers 


a fill Ten 


One of the display pieces issued 
by Richard Hudnut with their 
new Three Flowers campaign 
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Feverish Rush 
On Account 
Of ’Flu 


The ‘flu has been giving 
many copywriters headaches. 
The malady has developed so 
rapidly that ads. have had to 
be altered almost daily. One 
agency has, in fact, been 
changing the copy in some 
provincial ads. by telegram! 
Appropriations have been 
temporar.ly pushed to the 
upper limit; permitted by the 
paper shortage. One firm is 
reported to be spending this 
month at the rate of £175,000 
per annum. 

Among the first advertisers 
to appear in the national 
Preis with copy on the ‘flu 
theme was Brand & Co., who 
recommend their Essence for 
“Weakness during ‘Flu.” 
More directly connected, and 
proportionately more promi- 
nent, were Vick, Cephos and 
Aspro. Anadin used larger 
spaces than they have had for 
some time, and 1.C.P. were 
among other; who did a quick 
change-of-copy act. More 
general line of attac; has been 
followed by Seven Seas cod 
liver oil (“How to guard 
against the attacks of winter 
. +"). Tonics and strength- 
giving drinks are also fea- 
turing “flu (or its after-effects). 


and welfare publications. 
Agents: Clifford Bloxham & 
Partners Ltd. 

For the British Rayon and 
Synthetic Fibres Federation in 
trade Press offering a new bock- 
let for counter distribution by 
drapers etc. Agents (appointed 
specially for this campaign): 
Dudley Turner & Vincent Ltd. 

For F. R. Cullingford Ltd., 
who are to. introduce their 
Brumas baby soap in normal 
tablet shape. a campaign is 
planned for May but no details 
are yet available. 


Leather And Film 
P.R. Tie-Up 


The Incorporated National 
Federation of Boot Trades Asso- 
ciation Ltd. and 20th Century- 
Fox Film Co., Ltd., have co- 
operated in a public relations 
link-up centring around the 
film “All About Eve.” Members 
of the Association will receive 
window bills featuring the stars 
of the film stepping out arm in 
arm. 


Featured Among 
The 50 Best 


Six advertisements produced 
by Hewitt, Ogilvy, Benson and 
Mither Inc.. featured among the 
“fifty best for 1950” published ‘n 
the American journal, Advertis- 
ing Agency. They were beaten 
only by N. W. Ayer and Young 
& Rubicam 
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PUBLICATIONS NEWS AND NOTES 


“Science Fiction 
Fortnightly ” 
Launched 


A new magazine, Science Fic- 
tion Fortnightly is appearing this 
month. Published by Hamilton 
& Co. (Stafford) Ltd., the new 
magazine carries a ‘full- -length 
science fiction novel in addition 
to editorial matter. Mr. L. S. 
Holmes is the editor of this 
1s. 6d. pocket-sized pericdical, 
technical editor is Mr. H. J. 
Campbell; and Mr. James 
McCormick is associate editor. 

* * * 


Fleet Publications, of Dublin, 
are the publishers of Irish Fur- 
niture and Furnishings a new 
journal of interest to retailers, 
wholesalers, and manufacturers 
in the furniture and allied indus- 
tries. The first issue carries 21} 
pages of advertising and 24} 
pages of editorial. Size 11 in. x 

in. 

* 7. 

The Northern Ireland Unionist 
magazine, Voice of Ulster, is to 
cease publication this month be- 
cause of increase in printing costs. 

* * * 


Power Farmer is organising a 
National Power Farming Confer- 
ence at Harrogate on February 
20, 21 and 22. It will be attendea 
by farmers, agricultural engineers 
and distributors of farm 
machinery who will discuss the 
numerous problems affecting the 
industry. 

~*~ ~ * 

Wireless and Electrical Trader 
has enlarged its scope to provide 
additional television service in- 
formation. “Television Forum” 
is the title of a new technical 
feature. The February 23 issue 
will contain a section on radio 
and television servicing instru- 
ments, meters and other eauip- 
ment now available to the service 
engineer. 

a * * 

Dayton Press, Ltd.. have been 
appointed sole advertisement 
representatives of the Merchant 
Ta‘lor, official journal of the 
National Federation of Merchant 
Tailors (Inc.); and also for Great 
Britain and Eire, of the India 
Exporter & Importer, published 
in Bombay. 


Special Festival issue of the 
Pharmaceutical Journal will be 
published on April 28. There will 
be a limited number of advertise- 

ment pages available in two 
colours and also a section in 
black on tinted paper. Cost of 
black and white pages will be the 
same as for a normal issue. The 
editorial content will feature 
British achievements in the 
various fields of manufacture and 
services rendered by the pharma- 
ceutical industry. 


* * * 


Aquarist and Pondkeeper is 
sponsoring a _ special British 
Aquarists’ Festival at Belle Vue, 
Manchester, from May 2 to 5 
and special exhibit’on offices have 
been opened at 24 Wood Lane, 
Isleworth, Middlesex. Mr. W. W. 
Charman has been appointed 
organising director and Mr. J. 
Butler, advertising manager of 
Aaquarist and Pondkeeper, assis- 
tant organiser. 


a * * 


Price of Television Weekly is 
to be increared from 4d. to 6d. 
as from February 3 owing to in- 
creases in paper and production 
costs. The number of pages is 
to be increased to 20 at an early 
opportunity, 

. * . 


Advertisement rates for Dance 
and Dancers, circulation of 
which is now just over 15.000 a 
month, are to be increased in 
March by £5 per page. A clarsi- 
fied advertisement column is also 
being introduced with the March 
issue. 

* * . 


Advertisement rates of the 
L ithgow Mercury (Australia) have 
been increased in all sections by 
approximately 3d. per s.c. inch. 


* * * 


Price of Caterer and Hotel 
Keeper will be increased by 3d. 
to Is. per copy from February 3. 


* * * 


Animal Life is sponsoring an 
exhibition of animal and bird 
paintings at The Cooling Gal- 
leries. New Bond Street, from 
February 5-16. It will be opened 
by the Duke of Bedford. 


Legal and Gazette 


NEW COMPANIES 


E'ectromat'c Wep'ay Ltd. 16, Prvan- 
ston Street. W1 Window disp’ay 
special'sts and contractors. marufac*ure's 
of and dealers in electrical disp'ay and 
advertising figures. ominal cap'tal: 
£500. Directors: D. M. Glassberg and 
C.. Listinger 

Duke Street ‘Artict’eh Ed. Deke 
Street House. 415/7. Oxford Street. W.1. 
Artists and illustrators. Nominal capital : 
£100. Director: A. G. Rubinstein. 

B'ecter New: Ltd 3% Faward Street, 
Advertising and pub- 
Nominal capi‘al: £300. 
ag S. Gryman, Mrs. D. Gryman, 


a y 
(The above-mentioned particulars of 
new companies recentivy registered are 
taken from the Dally Register compiled 
by Jordan and Sons, Ltd., Company 
Registration Agents, 116 Chancery Lane, 
London, W.C.2.) 


BANKRUPTCY 


Joun Bor. carrying on business as 
The General Advertising Agency. 28. 
Nutley Plain. Plymouth. Order of Adju- 
dication January 12. 


WINDING-UP ORDERS 


Camppett. GeorGe ann Co. Lrp., 141, 
om. conten. EC 

HILDS Disptay Lrp., Pig Senne! 
Park Road, Birmingham, 31. as 


WILLS 

Harry Wuerron. of 134 C'arence 

.. late editor of 

the British Printer, who died on Nov 

i. ae left a £1.60 16s. 6d gross, 
2s 
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early twenties. 


lot and go far. 


6 BOOTH STREET 


OPPORTUNITIES 
in the North for 
ADVERTISING men 


who want to join a first-class agency with a reputation for 
service of highest quality for over 30 years. 


|. PRODUCTION ASSISTANT 


A man (or woman) with three or four years agency experi- 
ence, with at least twelve months on copy detail, press 
layouts and block ordering. 
once responsibility for ordering blocks and despatching press 
layouts for certain straightforward accounts. 
cellent opportunity to assimilate knowledge of advanced 
production techniques and future prospects are good. No 
definite age limits, but right person will probably be in the 


2. ASSISTANT ACCOUNT EXECUTIVE 


Should have few years agency experience and sufficient 
knowledge to take over some small accounts and do part 
of work on larger accounts, including some client contact. 
Copywriting experience an advantage. 
This man or woman will probably be 
between 22 and 26. 


3. REALLY GOOD VISUALIZER 


Must be fully experienced and able to create first-class 

| original roughs in pencil, 
creative man, who can prove his ability 
opportunity for younger man with necessary qualifications 
wanting greater scope 


Salary according to experience in each case. Write in strictest 


confidence givirg fullest details of experience, education and 
ambitions, to Managing Director. 


HERBERT GREAVES LTD. 


Marketing Advisors and Advertising Consultants 


ADVERTISER'S WEEKLY 


Must be able to take over at 


Will have ex- 


A chance to learn a 


ink and colour. Essentially a 


Any age, but fine 


MANCHESTER 2 


CLELAND 
PACKAGING) 


Cartons, outers and display pieces made 

to order. in immaculate style and in the 

best traditions of industrial Design — 
functionally and visually. 


WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


| 
is ROTAPRINT & MULTILITH USERS 
| 
| 


CONTACT MAN 


Wide'y experienced contact man with 
g00d connec‘ion now free and ava l- 
ab'e to an appropra’e Agency 
prepared to pay substantial salary 
and expenses from the 
Principals on'y are invited in the 
strictest confidence (© suggest a 
meeting to Box 10852 
Ad. Weekly, 186 Feet St, EC4 


We offer you a speedy Photo-Litho service 
that 1% second to none. 
your asset. 
For QUALITY and RELIABILITY 
"Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.! 


Our speed is 


RENART 


STUDIO LTD 


EALING 3362 
» 44 


SCREEN PRINTING 
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ADVERTISER'S WEEKLY 


We Hear— 


THAT a presentation was made 
to R, B. Smalipage (who is 
leaving Provincial Newspapers 
for Kemsley) at a luncheon on 
Monday. A. Robertson-Mac- 
donald, advertisement director, 
Provincial Newspapers, was in 
the chair. 

* * * 
THAT point-of-sale advertising 
by Watney, Combe, Reid & Co., 
in a public house in Buckingham 
Palace Road, S.W., includes three 
dimensional colour displays. 

* * * 


THAT Collin Brooks, editor of 
Truth, was among four speakers 
at the luncheon last week of the 
Men and Women of Today Club. 
He spoke on “How to worry an 
editor.” 

* * * 


THAT neon signs have been 
devised by two Danish engineers 
to fit in the bellies of aircraft, to 
circle over Danish cities for ad- 
vertising. 
* *” * 

THAT A, H. Ashton retires from 
the composing department of 
Odhams Press Ltd. to-morrow 
(Friday) after 63 years’ service, 
achieving, by a considerable 
margin, the record for long ser- 
vice in that department. 


THAT J. C. Shepherd, P.R.O. to 
the British Federation of Master 
Printers, has been in hospital for 
several days but is now recover- 
ing. 
’ * - 

THAT this year, for the first time, 
“Pancake Day” is to be given 


special attention by advertisers 
in the US, 

* +. * 
THAT Major Alan Simpson, 


chief P.R.O., Northern Command, 
was host to newspaper editors 
from Yorkshire, Durham and 
Northumberland, at a luncheon 
to bid farewell to Major-General 
John Whitfield, Chief-of-Staff, 
Northern Command, who retires 
after 33 years’ Army service. 
* * * 


!HAT Mrs, Constance M. King, 
recently editor of The Good 
Neighbour, has been appointed 
editor of Women at Work, the 
official organ of the British 
Federation of Business and Pro- 
fessional Women. 
* om aa 
THAT A. C. Nielsen Co., Ltd., 
market research specialists, en- 
tertained to lunch a party of com- 
pany directors, members of the 
Management Research Groups 
Association, and took them on a 
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FOR EXHIBITION WORK 


= 


Evhihicl Individual 


KIN 
\ 
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or Stands 


designed, constructed and erected under 
canvas or in existent buildings. 

The Piggott Exhibition Service is 

backed by over fifty years’ experience 


AVON ee 


organisations (or their Adver- 
tising Agents) 
fficiency and imag 
An illustroted leaflet des- 
cribing this service will 
be sent on request. 
Save yourself a lot of 
time, worry and ex- 
pense. Ring Mano. 
ger, Exhibition 
Department, 
BiShopsgate 
485!- 


with speed, 


PIGGOTT BROTHERS & Co LTD. 


Officvo! Contractors w af! principal Eahebitrons. 


220/226 Bishopsgate, London, E.C.4 


Phone: BiShopsgate 485! 


Piggott also supply : Street Decorations, Flags, Flagstaffs, Tents and Marquees. 


Garis 
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Hilarious moment at the Stowe & Bowden Ltd. dinner-dance at the 
Lantern Restaurant, Manchester. The directors and combined staffs 
of the firm's London, Manchester and Newcastle offices were the hosts 
to over one hundred friends. Art director Alwyn Gibson was M.C. 


tour of the company’s organisa- its current activities. It will be 
tion. staged at Royal Mail House. 
* * 


THAT Rosemary Garland, who 
was married in January, is to con- 
tinue as Press officer for Chance 
Bros., the glass makers and light 
house coginaans. 


* * 
THAT B. Thurston, advertise- 
ment manager, Norwich Mercury, 
K. W. Hastings, display manager, 
Buntings of Norwich, and P. V. 
Daley, chairman of Norwich 
Festival Publicity Committee, 
took part in an advertising forum 
arranged by Sheringham Cham- 
ber of Zyats. 


- * 
THAT F. W. Jefkins, Lian- 
dudno’s publicity manager, has 
been re-elected publicity manager 
for the North Wales Brass Bands 
Association for the third year in 


- * 
THAT Margate’s allocation for 


national Press advertising for the succession. 
next three months is £600. 
THAT - B ith h Di : M 1 x ING 
the Britis irect Mai 
Advertising Association is to use - e DIARY 
direct mail to bring four ee Oo =e ae 
challenge cup contests to the Savoy Hotel, 


6.30 p.m. 
notice of its members. . 
ADVERTISEMENT 
BLOCKS 
We have a number of 
advertisement blocks used 
in ADVERTISER'S WEEKLY 
prior to January 1, 1950. 
Will advertisers please 
advise us if they wish these 
to be returned as otherwise 
they will be scrapped on 
February 22. 


as a Unversity Course.” 
6.15 p.m. 
Tuesday, F 6. 
ADVERTISING ASSOCIATION. Silver 
Jubilee dinner ai Gros-* 
venor House. 
Pusticiry CLus OF NEWCASTLE. 
Film Show pm 
ednesday, 7. 
INSTITUTE OF PuBLIC RELATIONS 
lunch. . F. Johnson on “PR. 
for Britain—P.R. for the Colonies.” 
Planning Centre, W.C.2. 
Th F 8. 


Cius OF NORTH 


St. George's Llandudno. 
7.30 pm 
Pusuiciry Crus or Leeps tun- 
cheon. Speaker: Collin Brooks. 
Powolnys’ Restaurant. 
Friday, February 9. 

INCORPORATED ADVERTISING MAN- 
ASSOCIATION dinner-dance. 
Cafe Royal. 

Press ADVERTISEMENT MANAGERS’ 
ASSOCIATION gala. mnaught 


Hotel, 


THAT Macy's, the New York 
department store, took full-pages 
in U.S. papers with copy reading: 


ooms, 

Puetcrry Cius OF SHEFFIELD 
» ett 
“Buy nothing out of fear. There 


on 
. 


can never be enough goods to onant ee 
satisfy our fears. But quite ISTOL AND WEST PuBLIctTy 
John Den on * - 


enough to satisfy our needs.” 
* . * 


THAT shops at Marble Arch 
have beaten the recent lighting 


rand Hotel, 6.30 p.m. 
Tuesday, February 
Pusuiciry CiLue 


‘or NEWCASTLE 
junior section. W. Hemi ough 


ban. Their windows are now wo “Stereotyping.”” p= 
. " ; Sostie, 
illuminated with power from four MANCHESTER PUBLICITY ASSOCcIA- 


windmills, installed at a cost of 
£50, on the roof of the eight- 
storey building. 

* - 


TION lunch Maj. Gen. Richard 
Hilton on “Military Attache, Mos- 
cow.”” Engineers’ Club. 
ADVE®TISING CLU® OF OXFORD. 
* W. J. Leaper on “Some legal pit- 
falls in advertising.” Agricola 
Res‘aurant. 6.30 p.m. 
Thursday, February 15. 
Pusticitry CLuB OF NEWCASTLE 
luncheon. er: Lord Eustace 
Percy. 1 p.m. 


THAT the Corporation of Lloyds 
is departing from its no advertis- 
ing policy for the Festival of 
Britain and is preparing an his- 
torical exhibition and display of 
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NEW BOOKS 


REVIEWED 


Question Mark 


How to Punctuate, Cc. Whi 
a (The World's Work «agi3) te. 


in no branch of the technique 
of writing is there so much room 
for legitimate differences of 
opinion as in punctuation. Mr. 
Whitaker-Wilson should bear this 
in mind; in the midst of much 
good advice he js far too dogmatic 
on dubious points. 

For instance: he announces 
ex cathedra that 1000 is correct 
and 1,000 wrong, but that, w.th five 
figures, “commas are indispens- 
able.” Little justification is given 
for this peculiar distinction. On 
the subject of question marks, ne 
does not deal at all with the com- 
monest error: the use of a 
question mark after an_ indirect 
question. And, after rightly pre- 
ferring James's to James’, he gives 
qualified approval to Williams’ 
on the ground that “a good work- 
ing rule” is to add s where it is 
pronounced. But the s in 
Williams's often is pronounced; 
and, whether pronounced or no, 
it should always be written, in 
order to maintain the distinction 
between the possessive case for 
one man named Williams and that 
for two men named William. 

Mr. Whitaker-Wilson gives 
other idiosyncratic rulings that 
make him interesting as a com- 
mentator rather than acceptable 
as an authority—M.H 


Towards Better 
Technical Books 


w to Write Technical Books, by 
(George Allen & Unwin, 


It is a sad fact that many books 

are written by authors who, 
though they have something to 
say, or valuable information to 
impart, have only the haziest 
notion of the very specialised 
craft of authorship. Mr. Gloag’s 
book is intended to heip, not only 
technicians, but all who write 
books, particularly informative 
ones. It can be commended io 
all novice authors and, indeed, to 
all authors humble enough to 
acknowledge that they may have 
something to learn. 
_ One can best praise it by say- 
ing that Mr. Gloag gives his 
readers much sage advice and 
practical guidance. and at the 
same time a model of what 4 
technica] book should be. His 
book is both a disquisition and a 
demonstration. ‘In each role it 
excels. 

A book, it is emphasised, must 
be planned. must be visualised in 
outline before it is written. just 
as an architect plans a building. 
Mr. Gloag both approves and 
adopts a formula he acknow- 
ledges to Hilaire Belloc: first tell 
your audience (or readers) that 
you are going to tell them some- 
thing; then tell them; then tell 


them you've told them. This, be 
suggests, gives a starting point for 
the preliminary outline. He then 
goes on to give advice on how 
the outline should be filled in, so 
that what the author has to say 
is conveyed with clarity. There 
follows some admirable counsel 
on avoidance of redundancy, 
choice of words, and courageous 
use of the blue pencil. 
Subsequent chapters deal with 
relations between publisher and 
author (clauses of the agreement 
between Mr. Gloag and the pub- 
lishers of this book are repro- 
duced and commented on); pre- 
paration of material; type and 
printing for book production; 
paper, blocks and illustrations. 
The book is sub-titled “with 
some pertinent remarks about 
planning technical papers and 
forms.” These subjects are 
covered in two further chapters, 
one on technical documents and 
the other on “Reform of Forms.” 
With the latter are some interest- 
ing suggestions for revising 
various Government forms, made 
by Mr. Harry Jones, and in- 
cluded with his apo 


Directory Of 
Directories 


The Directory of Directories, Annuals 
and Reference Books. (Business Publ.ca- 
tions Lic., £1 10s.). 


This is the first edition of a 
book that will be of much value 
to businessmen, especially those 
engaged in advertising and sell- 
ing, and to librarians, as well as 
to the general reader. 

It comprises four sections: an 
alphabetical list of 1,300 annuals, 
directories, and reference books; 
their classification by subject, 
trade, or class appeal; a list of 
towns and holiday guides; and 
a list of publishers of diaries, 
almanacs, calendars, etc., together 
with the price range of their 
products. 

For a first edition, it is remark- 
ably comprehensive. Used in 
conjunction with ADVERTISER'S 
ANNUAL, it presents the adver- 
tiser and agent with an exhaustive 
list of all types of Press media. 
The binding—in strong blue 
boards with gilt lettering—should 
enable the book to stand up 10 
the hard wear that it will un- 
doubtedly receive-—M.H. 


IN BRIEF 


Baily’s Hunting Directory, 1950- 
51 (Vinton & Co., Ltd.. £1 1s.) 
in its 45th annual volume again 
establishes itself as the authorita- 
tive publication in its field. It 1s 
detailed to the extent of includ- 
ing results of hunt puppy shows, 
with the breeding of each puppy. 
Maps of the hunt boundaries are 
again included, and an American 
section gives details of 104 hunts. 
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ADVERTISER'S WEEKLY 
“ A well-stored mind, a ready pen, 
and a gift, not merely for getting 
to the heart of things, but for 
getting things done.” 


WHO NEEDS THIS 
CREATIVE EXECUTIVE? 


I could not wish for better co- 
operation . . . the contact of a 
pleasing character and able 
opinions of a very clear thinker, 

have come to know our 
business almost as well as our- 
selves and have therefore been 
able to hit off our ideas so well. 


I know how completely you 
have thrown yourself into the 
job and what a complete suc- 
cess you have made of it. 


Your advice has proved of great 
benefit and I have always been 
amazed at the remarkable way 
in which you grasped the essen- 
tial character of the business. 
Your service to the agency has 
been one of great satisfaction. 


I am much encouraged that you 
are taking an interest in this 
matter because your great 
experience and indefatigability 
will be most useful. 


If you need a man of ability, understanding and 
mature experience, please consider the expert and 
independent evidence quoted above. And if 
you then wish to meet him, write to Box 9788 
Advertiser’s Weekly, 180 Fleet Street, E.C.4 
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British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of ExstTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details from 
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ADVERTISER'S WEEKLY 


Paper Mills Give Priority 
To Defence, Industry 


By Our Paper Trade Correspondent 


There is no indication that the. latest round of price increases 


has deterred paper buyers. 


The immediate future offers no 


prospect of relief in the supply position. 


Reiaxation of coatrol on con- 
sumption of paper unleashed a 
volume of demand which was 
greater than the capacity of the 
mills to supply. Rising industrial 
product.on, the need to use the 
arts of publicity more extensively 
to expand the export drive, the 
circulation-building drives of 
popular magazines, the activities 
of paper converters to improve 
wrapping and packaging stan- 
dards—these are among the fac- 
tors which have contributed to the 
present overwhelming demand for 
paper. Two other circumstances 
have increased the pressure to buy 
—ris.ng prices following devalua- 
tion of the £ and other European 
currencies and fears of scarcity 
following the outbreak of war in 
Korea. 

With the exception of news- 
print, paper production in the 
United Kingdom has regained 
pre-war levels. In 1949, 2,250,550 
tons of paper and board were pro- 
duced by British mills. On the 
other hand imports have not re- 
gained the-r pre-war levels. 

In spite of the efforts of British 
paper mills in the face of many 
difficulties, the existing output is 
insufficient to meet all calls and 
delivery dates have lengthened to 
an extent that has dismayed con- 
sumers. 

To meet this situation the 
Government is relying on volun- 
tary action on the part of paper 
producers, distributors and con- 
sumers. The British mills have 
prom:sed to ensure that essential 
requirements for the defence pro- 
gramme and the export drive re- 
ceive priority attention and, with 
the aid of paper distributors, that 
supplies necessary for the day-to- 
day functioning of industry and 
commerce, as well as for book 
publishing and educational needs, 
are made available. 


Government Control 

Or The Alternative 

A considerable effort in self- 

discipline on the part of all 
paper users is going to be re- 
quired if the voluntary ration- 
ing system is to have a chance 
of succeeding. Mr. Harold 
Wilson, President of the Board 
of Trade, has clearly indicated 
that the alternative is the re- 
impo:ition of Government con- 
trol, which nobody would wel- 
come, 

The immediate future offers no 
prospect of any relief in the 
Stringent supply position. There 
is no indication that the latest 
round of price increases has de- 
terred paper buyers. 

No reports of cancellation of 
orders have come from the mills, 
although when the vastly in- 


creased paper bills reach the 
accountants department of large 
consumers economies may he 
decreed in various direct.ons. 
Rising costs of production have 
caused some casualties in the 
magazine field, but this movement 
wouid have to become much more 
w.despread betore it made a 
noticeable impact on the paper 
supply situation, 

if Government control of the 
rate of paper usage by the 
periodical and trade Press were 
again introduced, this would, of 
cource, materially affect the 
situation, but most informed 
people think that this would be 
done only as a last resort. 

Any decline in the demand for 
paper seems highly problematical 
and, even should it occur, it might 
well be offset by reduced produc- 
tion due to the shortage of wood 
pulp. 

Art Paper 

Shortage Acute 

The case of art paper, which is 
:o widely emp.oyed in good-class 
publicity, merely reflects, in more 
acute form, the general paper 
shoriage. Some paper users, un- 
able 10 obtain a less expensive 
quality which they would norm- 
ally have -used, have sought to 
secure art, paper, thus accentuat- 
ing the scarcity. 

This “chain reaction” has been 
going on over a wide range of 
qualities and has played its part 
in bringing about the present 
situation, A good deal has been 
sa.d about the Government de- 
mands for the Festival of Britain 
and some resentment has been 
expressed about diversion of art 
paper for this purpose. It may 
well be that the Government's 
call for over 1,000 tons embar- 
rassed the makers of art papers, 
who were already unable to meet 
demands, but the fact remains 
that the total the Government 
waits is only a little more than 
four per cent of annual produc- 
tion. In 1949, the last year for 
wh ch complete figures have been 
published, art paper production 
in this country was 26,684 tons, 
of which 18.479 tons were ex- 
ported. Production in 1950 will 
no doubt have exceeded the 1949 
figure. Exports for eleven months 
of last year amounted to nearly 
18.700 tons. These exports go 
mainly to Commonwealtn 
countr’es. 

To sum up, only by full and 
frank co-operation among pro- 
ducers, distributors and users of 
paper will the country’s paper 
supplies be equitably distributed 
and any failure here will invite 
reimposition of Government 
control. 


Shelf Appeal 
Needed In 
Canada 


That British export advertising 
in Canada must be particularly 
forceful, owing to powerful com- 
petition from the United States, 
is stressed in a Board of Trade 
booklet Exporting to Canada 
(Stationery Office, 2s. 6d.). 

Not only do United States firms 
advertiie widely in the Canadian 
Press, but a great deal of their 
advertising for home consumption 
also reaches Canada, it is pointed 
out. U.S. magazines and business 
publications have a wide circula- 
tion throughout Canada, and ad- 
vertising programmes broadcast 
from U.S. stations are widely 
listened to. 

Not oaly must articles be good; 
they must be packed well. Moist- 
proof plastic covers for meay and 
other foods and perfumed silk- 
stocking containers are among 
many devices used. As many 
shops operate on the self-service 
princ'ple, “shelf appeal” is of 
Paramount importance. Instruc- 
tions should be given in French 
as well as English. 


Paper Profits Up 


Astociated Paper Mills are 
paying a final dividend of 20 per 
cent, to make 25 per cent, less 
tax for the year to October 1, 
1950. 

For the preceding three years 
the final of 10 per cent, was 
accompanied by a bonus of 5 per 
cent, to make, with the 5 per cent 
interim dividend, 20 per cent 
annually. 


Portsmouth and 
Sunderland Newspapers 


The Directors of Portsmouth 


and Sunderland Newspapers 
Ltd. have declared a dividend 
of Is. 6d. per share, less income 
tax at 9s. in the £, on the 
ordinary shares for the quarter 
ended December 31, 1950. 

A Preference dividend of 3d. 
per share and a participating 
dividend of 44d. per share, both 
less income tax at 9s. in the £, 
on the 5-15 per cent participating 
Preference shares for the quarter 
ended December 31. 1950, are 
recommended. 


Ban On Pool Ads. 
Would Cost £7,000 


Ban on football pool advertis- 
ing on Corporation trams and 
buses would mean a £7,000 4 
year drop in income from adver- 
tising, Glasgow Transport Com- 
mittee told a devutation from 
local churches which urged that 
pools advertisements offended 
those whom they represented. 

The committee decided to hold 
further discussions with the ad- 
vertising contractors to try to 
reach an agreement acceptable to 
the advertisers, the objectors, and 
the Corporation. 
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CLASSIFIED ADVERTISEMENTS 


(continued from page iii of cover) 


BUSINESS OPPORTUNITIES 


WEST END GARAGE wishes to advert- 
ise in brochures, bookmarks, book- 
coven. e.c, P.ease send samples and 
harg 
Rox 9750 Ad. Weekly 180 Fleet St ECS 

WEEKLY NEWSPAPERS. We!l estab- 
lished 3 eckly Newspapers in 
Northera/industrial area od paper 
allocation. N.P. £30 per week. 

Box 898 Ad. Weekly 180 Fleet St EC4 


Fepruary |. 


ACCOMMODATION 


SHARE OFFICE W.C.2. 35s. p.w. in- 
cluding light, heat, te ephone. 
Box 9956 Ad. Weekly 180 F eet St EC4 
OFFICE ACCOMMODATION avai able 
in Ho!born with services of Shorthand 
Typist, Book-keeper and use of tele- 
phone. First class references given and 
required 
Box 9753 Ad. Weckly 180 Fleet St EC4 


OFFICES TO LET 


Advertising Agency of good 
standing, having taken 21 year 
lease of brand-new premises 
now being completed to own 
specification, can offer excellent 
accommodation to another suit- 
able agency. Each agency's 
offices could be kept entirely 
Separate, even to separate en- 
trance doors in different streets, 
or some services could be 
shared. 


Box 9798) 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SALES AND WANTS 


PAPER FROM STOCK 
White Bank S/O Lp. 11 Ibs., 
Cream Wove, Duplicating 
Paper, Envelopes, etc. Enve- 
lope and Office Supplies Ltd., 
2 Middle Street, E.C.1. MET 


5 
“s- 


R.K.L, Rotaprint for sa'e £240, in perfect 
order. Can be scen working at Kel- 
lard Studios Ltd., 25 Suffolk 
> e°enham RSS 

POR SALE, 10.000 Artist (white hog hair 
brushes). Nos. ranging from 2—14 
flat and round. Bankrupt Stock. 
Prices on application. 

Box 9758 Ad. Weekly 180 Fleet St EC4 


WANTED 


all types of scrap printers 
metal — linotype, brass 
and zinc. Top prices— 
Spot Cash — We collect. 
Call, ‘phone or write 


J. LUCK 


14 Theberton Street 
London, N.! 
CANonbury 1683 


Parade, 


ane 


See January 25 issue of Adver- 
tiser’s Weekly. pages 162 and 163 
for the Adver ising Services 
& Supplies Section. February 
22 will be the next issue con- 
taining these services. 


ia = a) oS eS 4, ee eoeeee e 
: ee 206 | 
; ___ 
a 
7 
a 
Po _ 
| Deel 
| ees | |e 
) | | 
| 
| | i 
| ; 
i Se |b ooo 4 
| _ | | 


Frepruary 1, 1951 


APPOINTMENTS VACAN 


PENTAGON 
want the finest 
all-rounder 


Someone who can give style 
and character to a wash draw- 
ing of a dustbin and then 
colour-retouch a portrait to 
the highest degree of quality. 
Can take on a detailed scraper 
of the innards of a radio set 
and then give perfection to 2 
three-way perspective drawing 
of a building. 

Above all it must be someone 
who knows he’s good and not 
just thinks it. Write or ‘phone 
to fix an appointment. 


PENTAGON 


DESIGN SERVICES LIMITED 
WELBECK 5445 


TECHNICAL ILLUSTRAIORS = RE- 
QUIRED. With experience of the 
making of isometric drawings and the 
Preparation of illustrations for various 
me.hods of reproduction Apply with 
full details of experience, qua ifications, 
age ang salary required to: Personnel 
Manager. Sperry Gyroscope Co. Lid., 
— West Road, Brentford, Midd'e- 


REG. IRED. A first cass, competent 
Secre-ary shorthand/typist. aged over 
21, for advertisement department of 
impor:ant week y paper Knowledge 
of and imerest in advertising esse rtial, 
and ab'e to work on own a" 
Good commencing sa'‘ary 
Box 9770 At, Week'y 180 F* may "Se EC4 


ENERGETIC SPACE SELLER 

required for women's weekly 

periodical. £15 basic salary 
plus commission. 


Box 913 
Advertiser's Weekly, 180 Fleet St., E.C.4 


EDITOR. Large e'ectr'ca! and eneincer- 
ing company requires an editor for its 
monthly house magazine. The position 
calls for resdence in the Midlands, 
with regular travelling to the Company's 
other works. and it offers excellent 
Prospects to a well-qualified man. A 
Pension scheme is available. and £750 
per annum wou'd be paid to man pos- 
sessing all the requisite qualificat‘ons 
Box 9761 Ad. Weck!ly 180 Fleet St EC4 


GOOD OPPORTUNITY 
FOR 


LAYOUT MAN 


with 2/3 years Agency 
experience 
Apply T. B. BROWNE LTD. 
163 Queen Victoria Street 
London, E.C.4 


TECHNICAL WRITER 
Individual who combines 
ability with adequate technical back- 
ground General Mechanical and 
E‘ectrical Enginecring knowledge re- 
quired Apply with full details of ex- 
perieme and salary required to: Per- 
sonnel Manager. Sperry Gyroscope Co. 
td.. Great est Road. Brentford, 
Middlesex 

GENERAL ARTIST, ave about 24. re- 
auired by London Publishing House. 
Should be experienced in lettering. 
general art and = simp'e 


required. 


2s. 6d. per line. 


Loadoa, E.C.4. 


THE NUFFIELD ORGANISATION re- 
quire a layout man in their publicity 
department at Cowley, Oxford 
man required should be between the 
ages of 20 and 25 and have had sui‘abe 
experience in an advertising agency or 
department or both. He will be em- 
peoves oa lavout of a house maza7 re 
and the preparation of presentab'e 
roughs for eee folders and other 
Printed mater A_ knowledge of 
typography. brock- making. and the 
Printing processes is essential. The 
Position will be permanent with com- 
Pulsory participation in a superannua- 
tion scheme rite giving decails of 
experience and salary required, enclos- 
ing a few specimens. to: Nuffield 
Organization. Central Publicity Depart- 
ment, Cowley, Oxford. 

JUNIOR ARIST required for London 
Pub!ishing House studio, I¢eal opportu- 
nity for learner. Weite for interview, 
giving det ce of age, experience and 
salary required. 

Box 9713 Ad Weekly 180 F'eet St EC4 


PROCESS ENGRAVING 
COSTING CLERK 
A Midlands Engraving House require a 
skilled male block Costing Clerk, with 
knowledge of line, tone and colour 
charging. Applicants please stage age, 
previous experience and salary required. 
Reply to Managing Director, 


= 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PROC Ess oe i he REPRESENT- 
ATIVE rcavired by New Comnany 
Central London with adequate fac:Ites, 
Cu tiidine onp~orunry for man w 7 
sound connections to be backed by 
quality and quantity, apply in confi- 


lence 
Box 9735 Ad. Week'y 160 Feet St mes 

PRESS OFFICE A Comnary ine 
nationally known in the electrical and 
engineering world. requires a_ really 
first-class Press Officer who must know, 
and be known to, the Technical and 
General Press—contacts overseas an 
advan‘age Applicants must posscss 
sound technical qualifications, and the 
*<1f and eathusiasm necessary to pro- 
duce continuously exce.'ent artic'es on 
the Company's varied activities. Salary 
£1,350 to £1,500 a year according to 
— Pension scheme avail- 


& 9762 Ad. Weekly 180 Fleet St BC4 


"Phone: Chancery 8844. 


APPOINTMENTS VACANT 


CLASSIFIED ADVERTISEMENTS 


RATES: go VACANT 3s. per ime. 
D splay 


APPOINTMENTS WANTED 


WANTED YOUNG 
PRODU -TION MAN 


who can handle production detail 
for busy group of accounts, quickly 
and efficiently. Knowledge of 
blocks, agency experience and 
ability to mark copy for typesetting 
essential. Write, giving details of 
age, experience and salary required 
to: 


PRODUCTION MANAGER, 
GREENLY’S LTD. 
S$ Chancary Lanes, W.5.2 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


LIvE. exner evced representative required 


must be capable of introducing new 
accounts. Excellent salary and pros- 
pec ‘rite: Staff App iatments, 
Norfolk S:udio Ltd., 24, Bride Lane, 
Ficet Street, E.C.4 


ARTIST REQUIRED lor lectin. lay- 


Out and retouching: with ability to 
make simp.c technical and gencral 
illustrations Knowledge of priming 
and = graphic neg processes. 
State age. exper.ence and salary re- 
guired, to THE ARI EDITOR. 
Cass] & Co. Ad 37/38 St. 
Andrew's Hill, London, E.C.4 


SPACE SALESMEN required for Scot- 


land. North and South Wa’'es, Lancs 
and Yorks. First ciass mecia. Salary, 
commission and expenses £15 to £20 
average earnings of other representa- 
tives Experierced men of any age. 
Apply with references to 

Box 9775 Ad. Weck'y 180 Ficet St EC4 


DO YOU EXPECT 
EASY MONEY ? 


You are not the man we require if 
you do. A big income can be earned 
by a young man willing to get down 
to a solid job of representing us 
We design and produce Show- 
cards and Cut-outs for many leading 
National Advertisers and wish to 
increase our connections. 
Experience not essential but 
knowledge of printing will be an 
4 


PRODUCTION 
EXECUTIVE 


required, able to produce 
printer's layouts and adver- 
tisement adaptations. 
Thorough knowledge of 
typography and block- 
ordering needed, and agency 
experience essential. Good 
position for right man (age 
25-35). Write, giving full 
details and salary required, 
to 


GILBERT ADVERTISING LTD. 
10 Norfolk St., London, W.C.2 


ADVERTISEMENT REPRESENTATIVE 
(London) for esiablisied technical 
eng.neering monthly. Applicants must 
give details of experience in striciest 
confidence. Small salary and high 


Write for interview. ye details of 
experence and salary requ 
Box 9712 Ad. Weekly 80 Fleet St BC4 


* Phone 


he job has a sound 
future. Man si ng one other jour- 


ould be sui 
Box ‘9703 Ad, Weekly 180 Fleet St BC4 


tag 


Box 9796 
Advertiser's Weekiy, 180 Fleet St.. E.C.4 


TRCHIGCAL ILLUSTRATOR = requ.red 


by a manufacturer of air.raft com- 
ponents, in outer West London. for 
production of scctioned and exploded 
line drawings Write, Stating age. 
experience and sa'ary required to Te 
Personne! Officer, Sir George Godfryy 
& Partners. Lid.. Hampion Roaa, 
Hanwors Middlesex 


EXPERIENCED DIS°LAY MEN re. 


quired in numerous parts of the 

corery by mi one furnieh ne orcar- 

ization. Applicants must be prenared 

to travel in agreed area. The position 
lers ample opportuni ies for initiative 

on atvensement. hed wages and 
cel 


Box 9760 Ad. ‘Weekly. 180 "Fleet St EC4 


FIRST CLASS CHILDREN’S 
FASHION ARTIST 
required to work in colour and 
black and white on free lance 
basis. Only fully experienced 
artists need apply. Send speci- 

mens and full particulars to: 


Box 975! 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


GOOD ALL ROUND ARTIST requ'red. 


capable of producing high-class work. 
Write salary required. 
Box 1077 Ad. "Weekly 180 Fleet St BC4 


Two keen young 


DISPLAY 
MEN 
wanted in 
Publicity Department 
of large newspaper 
organisation in 
London. 

Send details of 
experience, salary 
required, and age to 


Box 9797 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISEMENT 


BRILIsH EUPOPEAN AIRWAYS have 


a vacancy for an experienced dsp ay 
man as Assistant Display Odtker 
Qualifications required are an up-to date 
knowledge of materials used in display, 
the basic principics of dispay des gn 
and production and ability tw super- 
vise s.and or unit construction. Ap>li- 
canis must be prepared to travel 
Salary scale £545—4695 per annum 
wfc Bivung Ce.a.5 Of age, exXper.cace 
and qua.fi.ations to Personne: Man- 
ager. B.E.A., Keyline House, Ruislip, 


CAPAGLE Sar i-work ne 


~and enerve 

ASSISTANT required by MANAGING 
DIRECTOR of large Northern Com- 
pany manufacturing proprictory drug 
and wilet goods. Successful appli ant 
is likely to be in his 30's ang to have 
had some experience in advertising and 
selling branded products at home and 
overseas. here exisis a fine oppor- 
tunty for a man willing to take on 
increasing responsibilities, with com- 
mensurate rises in salary and position 
Pension scheme in force. Write Box 
AW 814 L.”.E jlo St. Marans 
_Lane, London, W.C ws 
MANAGER, re- 
quired Successful space-se ling back- 
essential Experience in the 
furciture furnishings and/or . hotel 
equipment fields an advantage. Ex. cp- 
tional opening for the rght man 
Particulars in strict confidence 10 

Box 904 Ad. Weck'y 180 Feet St EC4 


VISUALISERS 
WANTED 


(Solary up to £1,000 year) 


Good creative ability and 
colour sense for Posters, 


leaflets, press and trade 
advertising for National 
advertisers. First class ex- 


perienced artists (no begin- 
ners or improvers please) 
are invited to write or 
*phone 

HAWKE STU7IOS LTD. 


22 CHENIES STREET, W.C.! 
Telephone MUSeum 7441 / 118! 


SECRETARY 


required by Pub'icity 
Manager of large London technical 
publishing organisation Position, 
which is a busy. imeresting and reason- 
ably well-paid one, calls for intelligence, 
organising ability and first-class short- 
hand and typing. Full detai's of experi- 
ence, age and salary required to 

Box 903 Ad. Weekly 180 Fleet St BCS 


your Classifieds to CHA 8844 (Ex 23) 
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re eneaes 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


GEE ADVERTISING 
LTD. are establishing an 
additional Studio and in- 
vite applications, for the 
following appointments: 


STUDIO MANAGER— 


a competent all - round 
man with outstanding 
ability in all forms of 
FINISHED = artwork 
coupled with executive 
ability to organise and 
control his own Depart- 
ment. 


LETTERING ARTIST— 


a man with a pronounced 
flair for finished lettering 
and who desires to 
specialise in and develop 
this particular art. Other 
accomplishments, in addi- 
tion to lettering, would 
be an advantage. 


COMMERCIAL ARTIST— 


one with experience in 
the preparation of 
FINISHED artwork for 
all printing processes in 
monochrome and colour. 


RETOUCHER— 


a first class Retouching 
Artist primarily for tech- 
nical work—but required 
to apply himself to other 


interesting retouching 
work also. 

JUNIOR— 
a young male or female 
commercial artist, with 


some experience, to learn 
with the above team. 


The above are unique oppor- 
tunities for the right types of 
young men to establish them- 
selves in permanent progres- 
sive positions in a world-wide 
Organisation. Salaries to be 
arranged on levels commen- 
surate with successful applic- 
ants’ abilities. 


IN CERTAIN CIRCUM- 
STANCES ASSISTANCE CAN 
BE GIVEN IN HOUSING 
ACCOMMODATION. Appli- 
cations in full detail together 
with a complete range of 
current specimens to 


ART DIRECTOR 

Gee Advertising Limited 
Welford Road and 
Carlton Street 
LEICESTER 


CLASSIFIED ADVERTISEMENTS 


BBC INVITES appiications for the post 
of Television Editor, Radio Times 
Publications Management. The dutics 
of the post will be to maintain lia'son 
between Radio Times and the Te'e- 
vision Service and to be responsib’e to 
the Editor for the Television news 
and articles in the journal. The holder 
will be required to write copy and ass st 
in the preparation of the Televison 
pages and also to assist generally on 
the paper as necessary. The ability 
to establish good contacts and fi-st 
class journalistic qualicies, especially 
in mews gathering and feature work. 
are ‘requbred. Experience in the 
entertainment ficild would be an 
advantage. Starting salary £835 per 
annum (may be higher if qualifications 
and experience are exceptional) rising 
by annual increments on a five years’ 
progression to a maximum of £1,080 
Detailed ye to Appointments 


Officer, BC roadcasting House, 
London, W.1., marked “Editor, Radio 
Times A.W.” within 7 days, for 


acknowledgment pease enclose stamped 
addressed envelope 

“ree ag requires a full time 
advertisement Ce for Scot- 
land and the N.E. Coast. Enginecring 
background or space selling experience 
essential. Position is permanent and 
pensionable, with substantial remunera- 
tion by salary and commission. Appli- 
cants should be between 25 and 45, 
preferably owning a car and must be 
prepared to live in the Glasgow arca 
Write stating age and full details of 


experience to the Manager, The 
Engineer, Essex Sireet, London, 
Wh 

THE CIVIL SERVICE Commiss one's 


invite applications for a pens onabic 
post of Exhibition Catalogue Advertise- 
— Officer under the Board of Trade 
in Ol . 
Candidates must be at least 30 years of 
aze on Ist November, 1950. The dutics 
{ the post are to obtain advertisements 
for catavogues and Exaibitions and to 
range for printing and production of 
them Practical experience Of space 
ling im various media, with particu- 
ur reference to exhibition catalogues, 
san essential requirement 
Salary sca! men, £850 x £25— 
The salary scale for a woman 
would be somewhat lower 
Particulars and application forms from 


Secreary- Civ. Service Commission, 6 
Bur ingtog Gardens, London, W 

quoting Wo. 4001/51; comp e.ed appii- 
ivon form; must reach him by the 


sth March, 1951 ma 
PRODUCTION DEPARTMENT re- 
quires fully qualified man with thorough 
knowledge of reproduction processe 
and practical experience of advertising 
gency roguc ion preceture to take 
responsibility for specifying, ordering, 
recording, progressing and cxamining 
blocks, typesetting, adaptations, ctc., 
for press campaigns and print. Write 
full details, including qualifications, ex- 
perience, age. salary, ctc., to F. JOHN 
ROE LIMITED, Incorporated Practi- 
toners in Advertising, 20 St. Ann's 
Square, Manchester, 
IRCULATION REPOESENTATIVES 
required for old-established trade jour- 
nals. Liberal Commission. Enquiries 
invited, please state area covered. Write 
Box B.209, \ seproans 362, Grays Inn 
Road, W.C 
1k HNICAL WRITERS A AND ILLUS. 
TRATORS requited in Gloucestershire 
WRITERS with (a) Mechanical and 
Electrical technical writing experience 
 (b) Radar and Electronics experi- 
ence. Some practical and theoretical 
experience in either of these fields. 
ILLUSTRATORS with experience of 
the making of isometric drawings and 
he preparation of illustrations for 
various methods of reproduction 
Apply with full details of experience, 
quilifications, age and salary required 
to. Box A.C. 58980. Samson Clarks, 
<7-61, Mortimer St.. London. 
UNUSUAL OPPORTU NITY occurs “for 
1 man 30 to 45. with a first c'ass sales 
record, to join the staff of an old estab- 
lished publishing company to increase 
and maintain company's existing 
accounts, mostly with the textile trade, 
specialised knowledge not essential 
Only applicants with a sound record 
and used to selling at director level 
will be considered Please write full 
details in strictest confidence to 
Box 9777 Ad. Weekly 180 Fleet St EC4 
SPACE SALESMAN reorred by old 
established weekly trade newspaper 
Excellent opportunity and every assis- 
tance given to successful appl cant. 
Write full details in strictest confidence 


to 
Box 9778 Ad. Weekly 180 Fleet St EC4 


~ 


OUTDOOR 
ADVERTISING SITE 
FINDERS ©s 


More O’Ferrall Ltd. requires 
Site Findérs for the following 
areas :— 

(1) London 

(2) South of England 
An excellent opportunity for 
men of good appearance and 
initiative. Experience and know- 
ledge of area preferred. Good 
salary, commission and expenses 
paid. A permanent job with 
good chances of promotion. 

Apply 
More O’Ferra'l Ltd. 
16, Old Bond Street, 
London, W.1. 
Regent 0508 


LAYOUT, London Agency has a vacancy 
for a first cass layout man. Position 
will carry a commenming sa‘ary of 
approximatc.y £800 a year, is a five day 
week and has exc.ient prospects 
Write to us in confidence, giving age 
and experience to 
Box 9765 Ad. Weekly 180 Fleet St EC4 

YOUNG  advertiement representative 

wanted for two North London suburban 

weeklies. reat scope and genuine 
gma of advancement for keen 


_Box 9793 Ad Weekly 180 Fleet St EC4 

You w LAYOUT MANS with first rae 
Typographical and Printing knowledge 
required for Medical Advertising 
Department of well known firm of 
Manufacturing Chemists in Midd'esex 
Will be required to visualise and prepare 
layouts for Medical Press advertisements 
and leaflets. etc.. and order Art Work 
and Blocks S-day week, Pension 
scheme, Canteen facilities. Write full 
Particulars to Box T. ott Willings, 
‘6’ Grays Inn Road, W.¢ 

ESTABLISHED PERIODICAL. 
ing circulation, 


. increas- 
already commanding 


reputable support, seeks advertising 
representative: free hand, liberal com- 
mission. “a class opportunity for 


conse emious an Commission basis 
Box 9763 Ad ‘Weekly 180 Fleet S: EC4 


LONDON REPRESENTATIVE 


with good contacts, capable of 
earning large income, required 
by Colour Printers, specialising 
in Show-cards, Cut-outs, etc., 
backed by first-class ideas, con- 
structions and studio, with top 
quality printing, good team to 
work with, splendid opportunity 
with rapidly growing firm. 


Salary, commission and ex- 
penses. Write in first instance 
to: 

AUGER & TURNER 


40 Gerrard Street, W.1 


ARTIST. Commercial Studio (London) 
requires a further all round general 
artist commencing salary £8€ per 
annum. No Saturdays. Write in confi- 
dence stating age and exper ence to 
_Rox 9766 Ad. Weekly 180 F'cet St BC4 

YOUNG LAYOUT ARTIST wanted. to 
work not only production of leaflets, 
labe Ss, catalogues, cic but able to 
assist in genera! preparatory work on 
marketing plans. Knowledge of typor- 


raphy an advantage. Pica write stat- 
ing age, experience and * wraining to 
Box F S180. AK A dvtg.. 212a, 
Shafesbury Avenue W.C2 
EXPE@TENCED GENERAL ARTIST re- 
quired for London Studio Figure 
work essential. Write experience and 


salary requir 
Box 9745 Ad. Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 23) 


Fepruary 1, 1951 


APPOINTMENTS VACANT 


LETTERING ARTIST. Young, quick 
worker interested 


applicant. Details and salary 
Box 9771 Ad. Weekly 180 Fleet St EC4 


FIRST CLASS 
LETTERING ARTIST 


Must have high finish 
and command of styles. 
Pleasant conditions.Hours 
9-5.30 p.m. Five-day 
week. Top salary to suit- 
able applicant. Write full 
particulars of experience, 
salary, etc., to 


Box 9746 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERILISING MANAGER. Henry's 
require man or woman, age 25 to 35, 
to be responsible for their press, poster 
and internal publicity. Must be abic 
to write good copy and have experience 
of layout Imagination, ideas 
initia ve are requ rea for ths imerest- 
ing position in which there will be great 
scope Apply. Managing Director, 
Henry's Stores Lid., Market Street, 
Manchester 


EXrERIENCED PRINTING WORKS 
Foreman requir used to periodical 
production. a End. Reply fully 
in confidence 
Box 9772 Ad Weekly 180 Fleet St EC4 


CANDIDATES FOR 


THE A.A., L.1.P.A., and 1.S.M.A. 
EXAMINATIONS 


are offered a coaching service 
which has won remarkable 
successes, including a large per- 
centage of the A.A. Diplomas 
awarded in recent years and 
1.S.M.A’'s Pickup Medal in 1944, 
1946 and 1948. We also offer 
non-examination Courses, both 
comprehensive and specialised, 
in modern Advertising, Sales- 
manship, and Sales Management. 
Send for our 28-page booklet 
“Advertising’’ or ‘‘Salesman- 
ship and Sales Management’’ (36 
pages). Each is packed with 
practical information. They are 
free. So are the willing services 
of our Advisory Department. 


INTERNATIONAL CORRESPONDENCE 
SCHOOLS LID., Dept. A.W. 7 
International Bidgs., Kingsway, W.C2 


SHORTHAND.TYPIST, aged 17/19, re- 
quired to train as secretary to oun- 
tant of wei-known F ect Street group 
= oe and book publishing com- 

‘ommencing salary £5 a w 
Box 9: 9738 Ad. Weekly 180 Fleet St EC4 

SPACE SALESWEN required for Town 

ps and County — com- 


Firs’-c ass all-round commercial 

Only man with crea- 
tive ability as well as technical skill 
will be suitable. Write in first instance 
to Bateman Artists, Lid., 109, Kings- 
_way, W.C.2. 

YOUNG LEfTERING and layout 
artist required by London Advertising 
Agents. Ability to produce slick lay- 
outs from copywriters visuals essential. 
When writing, applicants must state 
age, experience and salary required, and 
when age ge to interview, wi 
specimens 0 
Box 907 Ad. Weekly 180 Fleet St EC4 


REVUIRED RETOUCHING ARII>T, 
lettering and ye artist. Only first 


class men y. 2 Adver- 
tising Artists Lid. 8/9 Harding 
Sueet, E.C.4. 


FIKS( CLASS SPACE SALESWAN ‘Te- 
quired by well-known group of publish- 
ing Log po BS of 7. and cx 


. confidence, 
Box 973 9736 "Ad. 5 Weekly 180 Fleet St BC4 
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Fepsruary 1, 1951 


APPOINTMENTS VACANT 


VOUCHER CHECKING clerk (male or 
female) required. Must have had pre- 
vious experience. Good prospects, 5 
day week. Apply Secretary, Allardyce 
Palmer Lid., 109 Kingsway, W.C.2 

PRODUCTION MAN required as 
Assistant to Production Manager of 
Advertising Agency in Fleet Street 
arca. Should be between 23-30 years 
and have an extensive agency expcri- 
ence in typography and mechanical 
production methods for press advertise- 
ments and print. State salary required, 
age and past experience 
_Box 9774 Ad. Weekly 1 180 Fleet St EC4 


LETTERING ~ ARTIST required. Hours 
8.30 am—S p.m. five-day week. 
Apply i J. STEGGALS, 6 Tudor St., 
_E.C.4. lop floor between 12.30—1. 30). 
FRIENDLY CONDITIONS “and interest- 
ing work for first class technical artist. 
Edgiey Studios Lid. Western Road, 
Cheltenham. 


PERSONAL ASSISTANT TO 
PRODUCTION MANAGER 


There is a _ progressive 
position available for a 
young man who has had 
production experience in 
an Agency and is capable 
of giving detailed instruc- 
tions for art-work and 
blocks. 


Applicants should forward 
particulars of age and 
experience to: 


H. C. LONGLEY LTD. 


York House, Great Charles Street 
Birmingham, 3 


REGOUCHER. London Stuaio requ-res 
an additional retouching artist, with 
good knowiedge of tecanicai subjects. 
good salary and prospects. Five day 
week. waves SNe age, experience and 
salary require 
_ Box 9768 Ad. Weekly 180 Fleet St EC4 

MEDIA AND PRODUCTION MAN 
required by medium sized Agency near 
Fleet Street, to ultimately become Space 
ae. age not over 30. Write, salary, 

and past experience to 

Box 977 6 Ad. Weekly 180 Fleet St EC4 
ee i mf ENGINEERING COMPANY 
in S.E. London requires a male assistant 
in their Publicity Department, who is 
experienced in Layout Work, can do an 
occasional Lettering or Art work job, 
and who is willing to co-operate in the 
general production of technical adver- 
usements, books, leaflets and Works 
magazine. Reply, giving particulars of 
experience and salary to 

__ Box 905 Ad. Weekly 180 Fleet St EC4 

ASSISTANT with general Agency experi- 
ence for small Agency. Able prepare 
layouts. Some ability on nished 
lettering, ¢etc., an advantage. Age, de- 
tails, salary. 

Box 906 Ad. Weekly 180 Flect St EC4 


AN ESTABLISHED, high-class 
monthly magazine in ¢ top-class 
industrial field seeks a live youn 
Advertising Representative capable 
really hard work. For the right man 
this is an opportunity to become the 
journal's Advertising Manager. Full 
details, please, ae 7. om 
remuneration, etc., to: Bex 9755 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ASSISTANT ADV ERTISEMENT MANA. 
GER required li-known Fleet 
Street group of publishing companies. 
Exceptional opening for keen man with 
good space-selling record. Particulars 

experience, in strict con- 


o 
_ Box 9737 Ad. Weekly 180 Fleet St EC4 
PRODUCTION. Medium sized London 
Agency has a vacancy for a Produc- 
tion Man. Must have previous agency 
experience and be capable of handling 
high class sales literature and have 
first class knowledge of type and blocks. 
Position carries good sa and is a 
five day ‘e ng in —s. 
salary 


juin 
fox 9767 Ad. Weekly 180 Fleet St BC4 


’Phone your Classifieds 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


PROVINCIAL AGENCY shortly to open 
mdon branch invite applications for 
the post of Assistant Manager. The 
applicant “male or female” will be ex- 
pected to develop the business and only 
Persons who fave a zest for work and 
anxious to “get on” need apply. Write 
Stating —_—— experience, 
and salary or 
_ Box 908 . aWeekly. 180 Fleet St EC4 
RARE OSPGRTUNITY for first ciass 
Agency man or woman “XYZ” 
in “Business Opportunities” 


column 


for 


. Rd., London, 
W.C.2. TEM/BAR "2269 or 2217. 


APPOINTMENTS WANTED 


GIRL 19, General Schools standard, ex 
Art Student, secks work trainee Tracer 
or Engraver. Miss P. Mimmack, 40 
The Chase, S.W.16. 

YOUNG AGENCY trained man aged 24. 
in charge agency accounting, cequires 
Similar position oOffcring scope for ad- 
vancement. Box 78, Smith 
Son, Clifton, Bristol, 8. 

CREATIVE LAYOUT ARTIST, aged 34, 
mg change. 7 yoors souaey experi- 

mce. Agencies prefe 
Box 9791 Ad. Weekly 180 ‘Fleet t St EC4 

EXPERIENCED PRODUCTION MAN, 
age 30, with proven ability to handle 
Press and print. Fully conversant with 
all mechanical methods, secks adminis- 
trative post in agency or publicity 
department. Have had agency experi- 
ence and held an executive position on 
— staff of blockmaking and prim 


hoa: 
_Box. 97 781 Ad. Weekly 180 Fleet St BC4 


ADVE ANAGER M. cea Pi ae Box 9799 
-1.A.M.A., sceks Advertiser’ Fleet E.c4 
Experience advertising, brochures, wa, OD oa 
editorial. public 1 hibiti 


APPOINTMENTS WANTED 


COPYWRITER. Traince, 24, secks open- 
ing in first class agency. Willing to 
undergo short trial period unpaid. 
David Baird. 62 Southdean, S.W.19. 

TWO ARTISTS, retouching. line and 
lettering require change, preferabiy 
together, in London area, Used to high 
class work. 

Box 9779 Ad. Weekly 180 Fleet St BC4 


YOUNG WOMAN COPYWRITER 


experienced in writing Campaigns for 
Beauty, Fashion, Food, Household 
Textiles (also some Technical) re- 
Quires position with Agency. National 
Accounts only, 
Box 915 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


ARTIST, woman, ex advertising, seeks 
Line H/T illustration. Still 

Disabied. Please 
give details of 


_ Box 9794 Ad Weekiy 180 Fleet St BC4 
PHOTOGRAPHER and Visualiser, really 

creative man, secks change Wishes 

studio employment or co-operation, 


rite 
_ Box 9795 Ad. Weckly 180 Fleet St EC4 
IMAGINATIVE ARTIST requires studio 
experience, good = illustration = and 
architectural subjects. 
Box 9764 Ad. Weekly 180 Fleet St BC4 


FIGURE ARTIST 
seeks appointment in studio or group, 
working on free tence percentage basis, 
Even 
On telephone, but write first please to: 


Engineering and commercial back- 
grow 5 
Box 9727 Ad, Weekly 180 Fleet St EC4 


AGENCY EXECUTIVE, 10 years’ experi- 
ence Space-copy-blocks-print-adminisira- 
tion, etc., seeks change, preferably 


$.0.S. 
Fashion copywriting experience 
wanted by Secretary, 28, at present 
in Publicity. Very keen and 
imaginative. 
Box 9749 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SPACE SALESMAN, age 33, requires 
progressive oa, with known trade 
journal or periodical. 

Box 9790 Ad. Weekly 180 Fleet St EC4 

EXPERIENCED OUTDOOR Poster 
inspector secks position. can drive 
Box 9792 Ad. Weekly 180 Fieet St BC4 

SWISS TECHNICIAN, singic, age 27 
employed in Britain, secks publicity 
position in diesel, gas turbine or com- 
pressor firm. 7 years’ industrial experi- 
ence in large European manufacturing 
concerns, Speaks German, French a 
English. Familiar with technical jour- 
nalism, market research and industrial 
advertising. 

_ Box 914 Ad. Weekly 180 Fleet St EC4 

VERSATILE MAN. Age 26, g00d educa- 
tion, seeks SCOPE as Assistant Adver- 
using Manager, London. 8 years’ ex- 
perience. Can create, plan 
organise, m career technical /crea- 
tive Artist, then typography/layout. 
Experience writing copy, visualising and 
hand! ng idea to final print for various 
Engineering firms. Now Assistant 
Advertising Manager, large Organisa- 
tion. Salary £550. 

Box 910 Ad. Weekly 180 Fleet St EC4 


TECHNICAL ARTIST 
Creative — with sound engineerin, 
background. Specialist in the design a 
technical advertisements, brochures 
and catalogues; also cutaway and 
exploded drawings, retouching and 
car illustration. Agency experience; 
seeking change. 


Box 9748 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING, Commercial and Indus- 
trial Photographer, 27, ex: 
forming and st studio, secks 
= in Lond 
Box 912 Ad. Weekly 180 Fleet St EC 4 


EXPERIENCED ART BUYER secks 
Full details supplied on ce- 


change. 
quest. 
Box 9780 Ad. Weekly 180 Fleet St EC4 


advertising for large ficm. 
Box 78, W. H. Smith & Son, Clifton, 
Bristol, 8. 

ARTIST, experienced, expert retoucher, 
requires part-time employment on 
weekly, to handle pictures and any 


art-work. 
Box 9759 Ad. Weekly 180 Fleet St EC4 


ADVERTISER’S WEEKLY 


APPOINTMENTS WANTED 


LETTERING ARTIST (23), requires 
- | to show keen ability 
ox 899 Ad. Weekly 180 Slect St BC4 


FREE LANCE SERVICES 


a —, experienced in 
boot shoe wing, mechanical 
Sraswesion and K, secks 
connseuons, Prompt service guaranteed. 
Box Ad. Weekly 180 Fleet ot St_ ECs 

ART AGENT required by Commercial 
Artist. Good quality portraits, figure, 
still-life and lettering. 

_ Box 9782 Ad. Weekly 180 Fleet St BC4 
COMMERCIAL ARTIST. Figure, still- 
tife, lettering, — in all mediums 
reguires cCommusss 

Box 9783 Ad Weekly | 180 Fleet St BC4 

NEW STUDIO offers good all round 
commercial art. Wide experience in 
illuswating of all types including car- 

nm 


toon, 

__Box 9784 Ad. Weekly 180 Fieet St ia 
SPACE tor  WREE LANCE, 

rots Ni Seon. . Pauls ‘Churchyard, Bea 


cheer TINGS CARD ARTISTS. Free 
Box 9984 Ad. Weekly 180 Fleet St BC4 


AGENCY LETT! ERING J ARTIST, seeks seeks 
one, erg 10s. . Phone: 


_ Box 9786 0 poles 180 Fleet St BC4 
BILLPOSTING. Your sites and cinemas 
posted under contract or singly. 
Box 9756 Ad. Weekly 180 Fieet St BC4 
VISUALISER'S services required on free- 
lance basis by busy Advertising Agency. 
Must be top rank, able to produce 
roughs for presentation to client. S; 
mens (which will be returned) to m- 
rose Publicity Company Limited, 
Wellington Sweet, Derby. Tel.: 45471. 
ARTISTS capabie of high class still life, 
mechanical illustration and footwear 
—- for Litho = raed 
seck new contacts 
_Box 9754 Ad Weekly | 180 F 180 Fleet St we 
EXPERIENCED ADVERTISEMENT 
MANAGER and space seller desires to 
take up representation for small num- 
ber of Trade or Technical Publications. 
London address and telephone number 
Terms: small retainer and good com- 


mission 
Box 9789 Ad. Weckly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


ESTABLISHED SILK SCREEN poster 
display —* in Kent for sale com- 
jon busy town, £5,000 p.a. 


wanted 


ROOM TO GROW 


25-year-old male, MS.LA. has 
five years’ experience in adver- 
tising and wants to put it to 
greater use. Good education 
and appearance, administrative 
ability, willing to travel, suit- 
able as designer, art editor! 
director or senior assistant. 
Offers to 
Box 9800 
Advertiser's Weekly, 180 Fleet St., E.C.4 


POSTER INSPECTIONS. London and 
the South Inspections carried out under 
contract os would consider part-time 
employmen 
Box 9757 Ad Weekly 180 Fleet St BC4 

SHORTHAND-TYPISTS. Private Secre- 
taries, Clerks, etc. If you are in urgent 
need of staff, contact Embassy Bureau, 
Exce! House, Whitcomb Street, W.C.2 
(WHltehall $924). We specialise in 
efficient personnel. 

ARTIST with thorough —y of all 
sides of io work $s change with 
Agency or Studio handling good class 
accounts. 

Box 854 Ad. Weekly 180 Fleet St BC4 

A NEWSPAPER REPRESENTATIVE 
requires post, not managerial, offering 
unlimited scope for an exceptional 
clientele in London and _ Provinces 
Would like TOUGH PROPOSITION 
TO WORK UP. Experience covers 
Agency, eg and Periodical press 
Free in Mar: 

Box 9708 Ad. "Weekly 180 Fleet St BC4 

RARE OPPORTUNITY for first class 
Agency man or woman. See “XYZ” 
a. “Business Opportunities’ column 

this issue. 


to CHA 8844 (Ex 23) 


turnover — — for expansion 
Certified accow 
_ Box 9il Ad. Weekly 180 Fleet St EC4 
PARTNERSHIP oficred by London 
Registered Practitioners to ambitious 
agency executive desirous of making a 


ecrial ability and able to make substan- 
tial contribution to the welfare of the 
company. lease give full particulars 
of age, education, experience and any- 
thing clse likely to be of interest to us 
All letters will be replied to and 
treated in strict confidence Lar 
staff are aware of this. “XYZ” 

a wiey & Maiyon, 42 Welbeck Sureet, 

A 


BUSINESS OFFER. Small established 
advertising agency offer DIRECTOR- 
SHIP to keen man or woman able to 
introduce business. Small investment 
required Write, stating age, ¢xperi- 
ence, etc., 2 e- Potter, 19 Glenwood 
__ Avenue, N.W 

SCRIBBLE —" please” on one of 

to us. 


window bills mted by nised 
Silk en costs. Rich 
weigm of colours. Ad 


Tel.: 268 


D ADVERTISING CON. 
have accommodation 
available for two or three free lance 
commercial artists on convenient terms. 
Must able to supply co; 
omeant of finished art work of various 
ii 


is. 
Box 9787 Ad. Weekly 180 Fleet St BC4 


ah Decor 
* . Peas, Bristol, 1. 


GREY SEAL PUBLICITY 
An Art Group with experienced 
Artists to undertake, design, lettering, 
illustrating, retouching etc., etc. 

Work of highest quality guaranteed, 
or write: 
Museum House, Museum Street, W.C.!. 
"Phone Museum 0528 (Ext: 3). 


(Continued on page 206) 
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ADVERTISER’S WEEKLY 


THURSDAY, Fesruary 1, 1951 


D. acopy 
40/- a year 
Post free 
45/- (overseas) 


You can command exceptional plant and interested 
men and women for letterpress, lithography, colour 
photography, offset deep plates, foundry, machine 
composition, joined with our wish to support your 
plans. 

When you and we have agreed dates for delivery, 
that timetable will be adhered to. 


We are reliable printers. 


STOP PRESS 


FIRST THREE IN 
YOUTH SCHEME 


First three countries to an- 
nounce they will take part in 
Inernational Advertising Con- 
ference Youth Scheme are 
kgypt, Western Germany 
Norway. 


NO VETO ON 
SAVINGS ADS. 


Asked if instructions would 
be given to stop national savings 
ads. in “Daily Worker” and 
other Communist journa 
Chancellor of Exchequer sa 
such instructions would not be 
proper since savings movement 
was non-political. Ads. were 
placed where they would pull. 
None were now appearing 
Communist papers. 


PLANNING APPEAL 
COSTS 


Only in exceptional circum- 
stances will costs be allowed to 
successful appellants under 
Town and Country Plannin 
Act, says Hugh Dalton. He wi 
allow costs only when local 
planning authority has acted 
unreasonably. 


SELLING PRICE UP 


Selling price of “Parents” and 
of “Health and Strength,” Link 
House publications, to be in- 
creased from ~—e-r to nine- 
pence in March. h will carry 
more pages. 


Henry T. Coote, for 65 years 
with Smith’s A.A., died aged 83. 


Geoffrey Jaggard appointed 
Ministry of Civil Aviation Press 
a § P.R. officer at London Air- 
po 


New merchandising and ad- 
vertising campaign for Thomas 
Green & Sons Ltd., lawn mower 
manufacturers, starts with mail- 
ing to retailers and trade Press 

. Consumer Press ads, start 
shortly. Agents: T. B. Browne. 
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uary |, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 


—_—_—_————— ditt —— - : avs | o 
| Advertiser's | 
S 8a Weekly , - 
a , 7 
BB. i. | 
’ nO SO KX ee 
ae Ss : et ERS 
Soc gale oS OES. ie 
} | oy a * 
; 2 
Fe ee 


